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JEWELERS: 





ET Say 


AS ADVERTISED IN 


CcCall. 


RETIREMENT SALE! 1847 Rogers Bros. “Daffodil” pattern 


SALE Aprit 20—JUNE 15. Take full advantage of 50-piece service for 8, $49.95— Regular price would be $74.95 
this opportunity to sell fill-ins and add-ons. . . and to 74-piece service for 12, $74.95— Regular price would be $114.95 
sell your price-conscious customers wedding and Chest $8.95 extra. Open stock 40% off. Retail prices quoted 


anniversary gifts. Order your stock right away. Get 
Ce ene As he, d 1847 ROGERS BROS. 71047) 


your promotional materials: ad mats, banners, leaf- : 
4 AMERICA’S FINEST SILVERPLATE. MADE ONLY BY 


lets. Call your Approved Wholesale Distributor. THE INTERNATIONAL SILVER CO.. MERIDEN. CONN 














Diamond 
is a major 
purchase, treated 
with great respect by 
both ajewelerand his custo- 
mer. Very often, a major sale hinges 


on the selection that the jeweler offers, or 
(Melee) J ; All Sizes 


the stones he 1s able to obtain quickly to show his 


customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 


K-16. 
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ing the ten per cent excise tax, the 
going can get rough. Not that the 
arithmetic is hard—it's just difficult to 
determine which items are subject to 


the tax and which are not. ‘A Jeweler's 


Guide to Excise Taxes, starting on 
page 85, will solve this knotty problem. 


Author Bernard N. Burnstine is former 


executive vice chairman of the Jewelry 
Industry Tax Committee. On the lighter 
side, don't miss "A Queen's Loss . . 
A Jeweler's Gain,” on page 90. It's an 
exciting tale of a diamond necklace, 
palace intrique, and the most beautiful 
woman in the history of France. 


A Jeweler’s Guide to Excise Taxes. 
by Bernard N. Burnstine 8 
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The J-B End-O-Matic* End fits 99% 
of all women’s loop end watches. Jaws 
open easily...close automatically, 
with sure gripping action. In the End, 
watch and band are wedded together 
by design, and live happily ever after. 


The secret ’s in the End. A strong, tiny, 
tireless spring lets you open and close 
every End-O-Matie End over and over 
again. No need to worry about the end 
breaking, because there are no parts 


Gripping story 


weakened by bending. End-O-Matic’'s 
action is 100% spring action. Saves 


you time and worry! 


The first chapter was written in 1949 
when J-B introduced the End-O-Matie 
End. It cost us more to make but was 
worth it. End-O-Matie made more 
friends for us...and you. That’s why 
we didn’t keep it to ourselves. We 
licensed our competition so that you 
could reap the benefits of End-O- 


Matic’s quicker fitting, surer holding. 
After all, what's good for the retail 
jeweler is good for us. That's why 
there is really no end to this story of 
achievement... just the conclusion that 
Knd-O-Matic Ends are the best — the 


*, 
} 


Jeweler ’s Best. 


Jacoby-Bender, Inc. 


Woodside 77. New York 





N EW all through 


palite - 


floating 
Opals 


NEW TOP 


Beautifully designed and delicately 
worked. Lovely finish with gleaming high- 
lights . . . styled to blend perfectly with 
the bulb. 


NEW BOX 


Created especially to house the new 
Opalite. Covered in our exclusive metal- 
lic brocade of silver, gold and blue... 
banded with a gold tone metal rim... 
nested in its own shining gold box. 


NEW PROFITS 


Because of their superior quality and dis- 
tinctive beauty, Opalite Floating Opals 
let you concentrate on one quality line 
. . . bring you greater-than-ever sales 
. . . produce MORE PROFIT PER SALE. 


* a 
Opalite sy ] 1hic. 1311 LOMBARD STREET e PHILADELPHIA 47, PA. 


14 KARAT; GOLD FILLED AND STERLING SILVER e AVAILABLE IN PENDANTS, EARRINGS AND PINS 
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<< THE PERFECT FINDING 


os g 
AMERICA’S LEADING 


MAKERS OF FINDINGS 
AND RINGS 
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FINDING KIT 
NO.1 


14K Gold Die-Struck Shanks 


CONTAINS }ORCE Gum on One | 


48 SHANKS in 24 Styles (yellow and white gold 
| REPAIR SHANKS in '> and % lengths $ 00 
Me HALF-ROUND SHANKS in 3 different weights ? 
y ; SCULPTURED SHANKS ‘ a 


SHANKS for Melee and Offset or Bypass COMPLETE 


Za 


_* 


hed 


u 


a7 Babiteli tem day 
NO.2 i 
14K Gold Die-Struck Settings “% 


\ 


CONTAINS YOUR COST 


89 SETTINGS in 15 different types ‘ 
Assortment of sizes $ 00. | 
no ’ 1 161 2 cora & 4mm to 10mm 
ILLUSION, FISHTAIL, 4 & 6 
PRONGS COMPLETE , 
PEARL, EMERALD CUT , 
STELLATE and new type settings tia 


~-* 


When you buy two kits, you will have at your 
fingertips, a selection of findings that will enable 
you to take care of practically all of your repair 
and special order requirements with the very 
finest elements in the newest designs. 


_ Write for the name of your nearest supplier. 


Your’ KARLANs BLEICHER, inc. 


Creators, Designers and 


wholesaler , Manufacturers of Perfect Ring Findings 
has them Tepes) 136 WEST 52ND ST., NEW YORK 19, N. Y. <KXB> 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


: ' 
in stock , Phone: JUdson 6-6700 
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. ABRIKANT BROTITERS. 1c. 
) “The House of White Diamonds’ 


[200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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1 SELLING YOUR STORE OR STOCK? 


™~ 
Don’t forget these intangibles ... 


they add up to DOLLARS AND SENSE! 


& 6 \) RING? 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


eo ; 


‘ >. . ‘i . BI ate 
i Soe . = ' : : , — , ae 
ae. Te ee <S j. en mH — a ‘3 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don't compromise it! 


Vd swelers 


f it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: ‘DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK"’ 
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A NEW FIELD OF TIME: 
THE SWISS ELECTRIC WATCH 


Here’s all the help you need to make the 
transition from the standard watch move- 
ment to this important new mechanism. Use 
the complete package . . . discover the com- 
plete picture! 


Technical Bulletin #16 

Easy to read! Illustrated! Complete data on 
servicing and repairing the Swiss electric 
watch. This bulletin quickly covers the most 
important features . . . answers your most 
difficult questions. See for yourself. Write 
immediately. 


EBAUCHES $5.4. NEUCHATEL. SWITZERLAND 








Slide Presentation 

Here’s the perfect follow-up to the bulletin! 
A detailed series of 35mm slides which high- 
lights the principles of electric watch time- 
keeping. Each slide is explained by a writ- 
ten text, excellent for group presentation. 
Be sure to take advantage of this important 
FREE service. Reserve early for your next 
watchmaker-jeweler meeting. 











STANDARD SERVICING OF THE JEWELED LEVER MOVEMENT 


Parts Catalogue and Dictionary 

For easier, more accurate watch servicing, 
use your Official Catalogue of Swiss Watch 
Repair Parts. Standardizes the ordering of 
genuine Swiss watch repair parts. Identifies 
watch movements. 

For further clarification, your Technologi- 
cal Dictionary of Watch Parts identifies parts 
by name and number. See your materials dis- 
tributor for your copy. Both manuals are il- 
lustrated and listed in 5 languages. 


More Exclusive Watchmaker Helps FREE 
6 Mat ads on Watch Repair: Watch check-ups 
can lead to new-watch sales! Take advantage 
of this chance to identify your Quality Watch 
Service Department. Add your logo to these 
informative ads or include parts in your 
regular advertising. Good for direct mail, too. 
Charts and Pamphlets: Plastic-covered 
Exploded Watch Chart ... a handy sales 
aid which demonstrates the jeweled lever 
movement. Colorful Self-Winding Watch 
Booklet . . . progressively illustrated for quick 


Repair Parts Information Service 

The Watchmakers of Switzerland Information 
Center, 730 Fifth Ave., New York 19, N. Y., 
is set up to handle your servicing problems. 
Call or write to us at any time, with any 
question. 


Other Technical Bulletins 

The disassembling and assembling of vari- 
ous types of Swiss watch movements are 
covered in easy-to-use diagrammatic bro- 
chures. Latest Addition: Technical Bulletin 
+15 explaining the Valjoux 92 chronograph 
watch movement. 


The Watchmakers of Switzerland, c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 
Gentlemen: | do not have all the material made available under your technical services program. Here are 


additional elements | need: 
CHECK ITEM DESIRED 


| #133—Technical Bulletin +16 ') # 62—Technical Bulletins 1-14 
#131—Service Dept. Mat Ads 
#116—Plastic Exploded Waich Chart 


|] # 92-—Official Swiss Parts Catalogue 
PLEASE PRINT 


STORE 


STREET _ 





CITY 


comprehension. 

Up-to-date Quality Watch Booklets point 
out the advantages of the Quality Swiss 
Watch. Keep them out for all customers. It’s 
been proven that the informed person will 
buy the Quality Watch. 


Technical and Consumer Films 

Interesting 16mm color films make fine pro- 
grams for Jeweler Trade Association meet- 
ings. For civic groups, too, so pass along the 
word in your community. Write for detailed 


| #124—Quality Watch Booklets (25) 
+ 77—Self-Winding Watch Booklet 











YOUR NAME 
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«ih Norelco ROTARY-BLADE SHAVERS 


The perfect gift for Dads and Grads 


(AND THE LADIES, TOO) 


From coast to coast, the greatest ad- 
vertising campaign in Norelco history 
is building up customer demand for 
Father’s Day and Graduation Day. 
On TV your customers are seeing 
more Norelco commercials than ever 
before. Jn multi-million audience maga- 
zines — Life, Look, Saturday Evening 
Post, impressive full pages are build- 
ing Norelco Dad and Grad gift appeal. 


In newspapers— Norelco advertising is 
blanketing practically every market in 
the country in more than 175 news- 
papers. 

Tie in to this power-house advertis- 
ing campaign—stock Norelco... 
demonstrate Norelco... sell Norelco. 

Get into the Big Profit Picture with 
Norelco...world’s largest-seller, fast- 
est growing line in the U. S.! 


NORTH AMERICAN PHILIPS COMPANY, INC., 100 East 42nd Street, New York 17, New York 
Noreico is known as PhiliShave in Canada and throughout the rest of the free worid. 
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FEATURE THE COMPLETE 


Noreleo 


gD PROFIT LINE 
ee. 
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1 New ‘floating head’\ 
Speedshaver. SC 7860 -— 
(ac/oc) $29.95 


2 ‘Flip-top’ Speedshaver® 
—World's largest seller. 
SC 7912 —(ac/oc) $24.95 


3 New Sportsman—Battery operated. 
SC 7930—$19.95 (less batteries) 


4 Lady Norelco—For glamorous 
grooming. SC 7788—(ac/oc) $24.95 


5 Coquette —Shaped like a lipstick. Pretty, 
pink and perfumed. SC 7787—(ac/oc) $17.50 
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AT LAST! A QUALITY 
BUTANE LIGHTER 
THAT SELLS FOR 


Convenient, 
throw-away refill 
cludes new valve. 
Adjustable fiame. 


BUTANE 


WITH LIFETIME GUARANTEE 








w 


Compact, beautifully engraved 
chrome case. Variety of 
attractive designs. 


The all-new Bentley Butane marks the big break-through in 
butanes...opens a new mass market for you. It offers your 
customers a lighter of jeweler quality that carries a lifetime 
guarantee. It gives all the advantages of a butane, plus the 
convenience of a completely disposable refill that lasts for 
months. Compact, lightweight and precision- : 

made. And the price is right! $4.95, retail. No 

comparable value on the market. Refills mean 


profitable repeat business for you. Order now! 
BENTLEY LIGHTER CORPORATION, 15 WEST 38th ST., NEW YORK 18, N.Y. 


World’s Largest Exclusive Butane Lighter Manufacturer 
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THE FOUNDATION Oo F GoOooD JEwWeELR Y 


SOLD TO MANUFACTURERS B. A. BALLOU & CO.. INC. 


61 PECK STREET PROVIDENCE 2, R. I. 
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incaflex 


_ The Watch and Band 
With the One Piece Look 
An Exclusive Creation By Wyler > 


Pat. Pending 


CREATED BY WYLER 
EXCLUSIVELY FOR JEWELERS 
Wyler Watch Corporation, 131 East 23rd Street, New York 10, N. Y. 





LETTERS... 


‘Selling’ Repairs 
To the Editors: 


Th 4 is Oriental: I wish to commend your publication 
sph ato cg (ene : for its offer to pay $100 to the watch- 


the design and craftsmanship superb maker or jeweler who submits the best 
— executed in the typical Church & answer to the vexing question raised 
Company manner. by B. B. Stearns in the Letters Depart- 
| ment of your February issue: How Can 
a Charge Commensurate with Good Re- 

pair Be Sold to the Customer? 


The soft greenness of cabachon jade is 
complimented by the icy brilliance of 
the beautiful diamonds in this striking 
14K yellow gold triad of ring, pendant 


This is the key question, many in- 
formed people think, in the retail jewel- 
ry field today. Certainly, if watch repair 
traffic continues to diminish, the oppor- 
tunities for in-store exposure of the 
public to watches, diamonds, silverware, 
jewelry, etc., will be drastically limited, 
so far as the small retail establishment 
is concerned. 

We know this is a complicated prob- 
lem in which electric and electronic 
developments will play an increasingly 
important role, and in which pin-lever 
promotionalism continues to raise its 
havoc. The only constructive answer 
lies in re-selling to the public the values 
of owning and maintaining jeweled- 
lever, quality watches. .. . 

I would personally like to add an 
additional $25 prize for the runner-up 
in your fine contest. 

STANLEY G. HOUSE 
Executive Director 
Watch Material Distributors 
Association of America 
Washington, D. C. 

The deadline for the best answer 
to the question: “How Can a Charge 
Commensurate with Good Repair Be 
Sold to a Customer?” has been extended 
to May 15. Winner will receive a prize 

10021 — the earrings | of $100; and there will be a prize of 
| $25 for the next best answer. All an- 
| swers become the property of JC-K. 

10022 — the pendant S| Before writing your suggestions, read 
@ Mr. Stearns’ letter on page 48 of your 
February JC-K.—The Editors. 


P| Brands & Prices 
_ CHURCH & COMPANY _—Ss«s=sty0 . 
Eh Manufacturing Jewelers ‘1 To the Editors: 
, Newark 5, N. J. | . fate atc ‘ ; 
2 Garden S08, ae Your editorial in the February issue 
in U.S. & Conoda os | of JEWELERS’ CIRCULAR-KEYSTONE is 
es (please turn to page 22) 


Trade mark registered 
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. put your favorite dinner 


plate here and see Debutante by Wallace as 


le budding rose in sculptured sterling 


sing 
. «always fresh, always young, This is simple | 


itshould be seen. On your table, inyourhome. 
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elegance for simple and artistic ways of life. 
A-piece place setting, $29.50, Fed. tax in, 
cluded. if Debutante doesn’t fit the kind of 
life you plan to lead, Wallace has many other 
lovely patterns. Just turn to the next page. 


Debutante by Wallace 








Sterling flatware shown approximately ‘4 actual size. 


£4 3.848 4 
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Try these ean Wallace questions on n yourselt 
(so you can pick the pattern that’s designed for you) 
Are you fond of high tea, flower gardens, chiffon and Creeming ! 
Then Sir Christ topher (1) is the Wallace pattern for you. $29.50 
Do you have a strong affinity for music and mathematics—cooking 
ay " > ci ) a¢-t] 5 ; ’ i in - 
for the crowd? Stradivari (2) by Wallace suits you perfectly. $28.2 Which Wallace pattern did you choose? Ask your jeweler to show you 
Are ous an auc ction addict, hummer of folk tunes, painter of “Primitive this first. Then see vt the other Wallace patterns, too. Tip: when you 
art’’? Wallace designed Grand Colonial (3) for the likes of you. $28.25 buy in quantity, Wallace place settings (4 or more) cost less. Ask about 
Does eed Opera or a Grand Masters Bridge Match excite you extended neunant plans. Available at leading stores in the U.S. and 
yu and Grande Baroque (4) were made for each other. $33 75 : 


I3./ Canada. Write Wallace Silversmith 


? 
Are rough tweeds, long walks in the country and a beach tanin Febru- Wallingford, Conn. for free booklet Wallace i VW Sterling 


| 


ary your cup of tea? Debutante (S) by Wailace will be, too! $29.50.° 
Do you enjoy antiques and modern painting, candielight dinners 
and old lace? You and Rose Point (@) by Wallace are one! $28.25." 


4 ONE OF THE HAMILTON FAMILY OF QUALITY PRODUCTS 











What's this? {..an ad for Coronet? No such thing!—it is 
just a compact version of a high impact Wallace advertise- 
ment, one of three currently appearing (full size. of course ) 
in all three of the top brides magazines: Modern Bride. 
Bride and Home. Bride’s Magazine. 


This is about as different from the run-of-the-mill sterling 
advertising as you will|find anywhere. It treats silver as it 
should be treated. with dignity. with respect—as something 
very important and precious to every woman...something 
to be chosen carefully and treasured forever. 


ach advertisement features a different top-selling Wallace 
pattern... Debutante, the new favorite. Grande Baroque. 
one of the world’s most popular. and the ever popular Rose 
Point. Each shows a complete place setting of the featured 
pattern and on the back page a quick look at the featured 
pattern alongside five other leaders in the Wallace Sterling 
line. Of course, this is only part of the advertising program 
which is making Miss and Mrs. America more Wallace 
conscious than ever before. Other full pages appear in 
Seventeen. House & Garden, Living for Young Homemak- 
ers. New Yorker... and to top it off this Spring. Wallace’s 
Silver Festival featured in four full pages in that dynamic 
little magazine. Coronet. 


Your Wallace salesman has all the detajls on booklets and 
co-ordinated display and advertising material. See him 





soon and you Il see the big, big doings Wallace can help you 
create at your store. 


DRAMATIC 
DIFFERENT 


SILVER ADVERTISING SPECTACULARS! NEW 


SIGN OF THE BIG.BIG DOINGS AT WALLACE 
Wallace »v Silversmiths 


Sales Department, Lancaster, Pennsylvania. 








GOLD BROS..INC. 
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New and singular advent in fine jewelry 
accessories! The Gold Bros. Initial Lighter is a unique, 
exciting and desirable gift for men and women. It is a 
delight to behold and a pleasure to give. Each lighter 
represents the personal touch. 


These 14K gold Initial Lighters are wafer thin and 
feature precision construction and hand-engraved 
Florentine finish. Available in all letters of the alpha- 
bet. ($200 Keystone). 


Created in the Gold Bros. factory. One of the new 
additions to their complete line of 14 Kt., 
18 Kt., platinum and diamond jewelry. 


* patent pending 


GOLD BROS., INC. 


7 WEST 45TH STREET, NEW YORK 36, NEW YORK 


Western Rep: CANNON-SCHAEFER Agency 
315 West 5th Street, Los Angeles, Calit 

















LETTERS (continued from page 16) 


bound to cause a great deal of comment 
from all segments of the trade, which, 
in itself, is good for the health of the 
jewelry industry. There are a few points 
on which we take a different view from 
Dr. Miller. Our own comments to some 
of his statements would have led to 
different conclusions than yours. 

For example, paragraph four of your 
editorial says, ““Dr. Miller believes .. . 
jewelers would regain a great deal of 
the watch business which they have re- 
cently lost to non-jeweler outlets .. . if 
they were to ask manufacturers and 
importers to leave the price ticketing 
of watches up to the individual! seller. 
High margins provide a red carpet path 
to department stores and discount 
stores.” 

It seems to me the implication is 
that the retail jeweler is able to work 
on the same low margin of profit as 
these other outlets. The facts indicate 
that they cannot and still give the same 
service which they do. The services 
that the retail jeweler gives lead ulti- 
mately to consumer satisfaction, which 
we believe is the key to all marketing. 
Certainly, everyone in business, manu- 
facturer or retailer alike, must seek to 
make his business as efficient as pos- 
sible and this applies to the retail jewel- 
er as well. Re-examination of his opera- 
tion to enable him to give the maximum 
service and sell at the lowest possible 
price, to compete on the basis of price, 
is essential. 

In January 1959 we introduced a 
series of low markup watches, the 
“Today” series, beginning at $25, spe- 
cifically designed for the retail jeweler. 
Unavailable to other classes of trade, 
these watches enable the retail jeweler 
to create a store image of quality and 
value. For those jewelers who have 


~used these watches the result has been 


increased turnover and a higher aver- 
age unit selling price for all of their 
watches. 

Another point on which we differ 
from Dr. Miller is on the subject of 
branded merchandise. Dr. Miller tends 
to minimize the importance of brand 
names. This is, in my opinion, because 
Dr. Miller is more familiar with Con- 
tinental Europe marketing rather than 

(please turn to page 26) 
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‘(We have proof that our advertising in the Yellow Pages is 
getting results!’ says Mrs. William R. Johnson, William R. John- 
son Jewelers & Watchmakers, Portland, Oregon. ‘‘Only our Yellow 
Pages advertising mentions that we’re diamond appraisers and 
railroad watch inspectors. So — when customers come in and 
request this work, we know they found us through the Yellow 
Pages. Our Yellow Pages advertising under JEWELERS — RET 
1") 


WATCHES — REPAIRING and JEWELRY REPAIRING really pays! 


All 


, Li kn» 


‘Display ad (shown reduced) runs under 
JEWELERS — RETAIL. Call the Yellow 
Pages man at your Bell Telephone 
Business Office to plan your program. 
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Wm. R. Johnson 


JEWELERS G WATCHMAKERS S&H 


JEWELRY 
REPAIRING 


DIAMOND SETTING 
WATCH REPAIRING 
; Estimates & Appraisals 
Jewelry—Watches— Diamonds 
2 Licensed Watchmakers 
Official Railroad Watch Inspectors 
Your Eastside Jeweler for 25 Years 


S&H BE 2-1147 


© 6680 S.E. Milwaukie Ave. 
Stamps Near Bybee Bivd. 








stainless steel 


Who else but Croton gives 
all these features-to sell at 





easy-to-read dials 
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you quality self-winds with 
$39.95? Turn page to order! 





LETTERS (continued from page 22) 


United States marketing. 

I believe that it is accepted here in 
the United States that the vast major- 
ity of the American public prefers to 
buy products with recognized brand 
names on which they can rely for qual- 
ity and value. When retailers pursue 
a policy of selling away from national 
brands they are, in fact, turning cus- 
tomers away to other retail outlets 
where the consumer is able to buy the 
branded product that they desire. The 
fact that the American consumer wishes 
to be sold by the retailer, and does not 
come into a store and ask for a spe- 
cific brand and model, does not mean 
that he does not have in his own mind 
a fairly firm idea of what he wants to 
buy before coming into the store. 

Despite our differences, however, I 
want to repeat that I think that you 
are helping ail segments of the in- 
dustry by your stimulating editorials. 

JAY KAY LAZRUS 
Executive vice president 
Benrus Watch Company, Inc. 
New York 


a 


Croton 


WATCH CO., 404 PARK AVENUE SOUTH, NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., STE. 317, LOS ANGELES, CAL. 





Please send the foliowing Croton Self-wind watches: 
QUANTITY “TEMPEST” FOR MEN KEYSTONE RETAIL 


ALL STAINLESS STEEL WITH STRAP $39.90 $39.95 





ALL STAINLESS STEEL WITH BRACELET 41.90 49.95 





YELLOW TOP—S/S BACK WITH STRAP 41.90 49.95 








YELLOW TOP—S/S BACK WITH BRACELET 43.90 59.95 





*“*TEMPTRESS” FOR WOMEN 
ALL STAINLESS STEEL WITH STRAP 39.90 39.95 





ALL STAINLESS STEEL WITH BRACELET 41.90 49.95 








YELLOW TOP—S/S BACK WITH STRAP 41.90 49.95 


YELLOW TOP—S/S BACK WITH BRACELET 43,90 59.95 





If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


The Case for Cast Jewelry 
To the Editors: 


NAME 





please print Having read “The Case for Die- 
Struck Rings” [JC-K, January issue], 
I feel that the case for cast rings and 
cast jewelry in general, should be stated 
in no less certain terms. . . . Without 
question, the casting process in jewelry 
has been the biggest boon to the indus- 
try, and to the average jeweler in par- 
ticular. ... 

The overall durability and detail-re- 
taining ability of a cast ring, that is 
properly made, will compare favorably 
with a die-struck ring. By “properly 
made” I mean made by an expert man- 
ufacturer, who will make all the neces- 
sary allowances from the original model 
on down. I exclude the style pirate who 
copies a design by making a mould 
from a finished ring, resulting in the 
loss of weight, size and detail. Fine 
casting today has been reduced to an 
exact science and quality control, elim- 
inating porosity; it is a reality within 
the grasp of those who do not cut cor- 

(please turn to page 32) 
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ZONE ___ STATE 








To meet demand, these watches will be flown from Switzerland by KLM Royal Dutch Airlines 





TEMPEST TEMPTRESS 
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6650 X-: a. 

A masterpiece of the plastic molder’s art . 

in white, gray, blue, coral and black with 
complementary velvet cushions and satin lin 
ings. A unique combination of beauty and 
strength. Features the close tit, superior hinge 
and distinctive displayeasel that putall Dennison 
plastic ring cases in a class by themselves 


NAME THIS NEW ®esverzoon PLASTIC RING CASE...AND SEE! 


Here’s the easiest contest you'll ever enter. We'll pay you 
$50.00 if your name for this flattering, beautiful case for 
any moderate priced ring best describes its modern contour, 
upsweeping lines and sturdy construction. Names will pop 
into your head so fast, you should come up with the winner 
in much less than an hour. 


You’ll increase your chances of winning by seeing and 
handling the actual case. .. listening to customers’ enthu- 
siastic reactions to its beauty. (An early order for 6650X 
will bring you all the inspiration you need in plenty of time.) 


Fill in and mail the coupon no later than May 31... and 
watch our adver .isements for the name of the winner... it 
may be you. 

RULES...Only one name per contestant. Contestants must 
be employed by a retail store or jewelry department of a 
retail store on the Jewelers’ Circular Keystone circulation 
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list. All entries become the property of Dennison Manu- 
facturing Company and the decision of the judges is final. 


Dennison 


Helping you compete more effectively 


FRAMINGHAM, 
MASSACHUSETTS 


Dennison Manufacturing Co., Advertising Department, Framingham, Massachusetts 


My suggested name for 6650xX is: 





The Switch ts to 


The Line You Can Live With Happily! 


Matsushita Expands Its Highly Successful 
Initial Group Of Transistor Radios .. . 
Introduces Entirely New Group Of Products, 
Fach A Signal Advancement 

In Styling And Performance. 
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T-13—Tiny Pocket Portable With Big Set Sound 

6 Transistors plus 1 Diode 
The 842 oz. (complete with 9-volt battery) beauty that 
out-performs ail other miniatures. Power-packed. Gives 
strong, clear reception $24.95 
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THE “PORTALARM” 


> TINY NEW 7-JEWEL 

—" < § WATCH ALARM RADIO 

f - —& 6 TRANSISTORS PLUS 1 DIODE 
| Exquisite as a jewel, unique in performance 
Just about the size of a pack of cigarettes, 
‘PORTALARM” combines a powerful, high T-50—Pocket Portable of Outstanding Tonal 
performance transistor radio plus a 7-jewel : Quality. 6 Transistors plus 2 Diodes 
watch which automatically turns the radio on 
ea seen scagenn tied adnan, hewentncese em Pocket portable with 2%” PM dynamic speaker that 
OF ON. SOOES SERN, Ct SN, Se you Nan ig provides big set tone. Selectivity outstanding. Large 
up to your favorite morning program. Or, you y % dial for quick, easy tuning. $29.95 
go to bed, fall asleep, and know that the ea 
“PORTALARM” automatically turns itself off 
within the hour. A tremendous promotional 
item, “PORTALARM” is certain to be a sales 
leader for all Matsushita dealers. Mode! T-92 
Weight: 7¥%2 oz. (complete with 6-voit battery) 
Dimensions: 3%" x 242" x 1¥6" Color: Black 


and gold $49.95 
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MATS 





SHITA 


© Realistic prices that move merchandise, protected to guarantee your margin. 


e Limited number of selected quality dealers in each market. 


® The finest transistor sets you or your customers ever heard. 
Absolutely unmatched component-for-component, 
circuitry-for-circuitry, sound-for-sound, or dollar-for-dollar. 


Yes, the switch is to Matsushita because it’s the line 


that smart, keen buyers recognize as the one 


on which they can build a healthy business 


with a real future. 


T-41U—Slim-Line Set Provides Sparkling Stand- 
ard-Broadcast and Short Wave Performance. 
@ Transistors plus 2 Diodes Tone and clarity astonishing 
for a set so slim and tiny. Provides magnificent reception, 


broad international coverage. 
(T-41M: AM and Marine Band) $49.95 


Sarees era. 





DT-495—Totablie Set Combines Portability With 
Wonderful Performance. ¢ Transistors pilus 3 Diodes 
All purpose set with extra powerful 4” speaker that gives 
clear highs, deep and solid bass. Tuning is fast and easy. 


$34.95 


Prices slightly higher in western states, Hawaii and Canada. 
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T-70U—Totable Transistor Radio Provides Con- 
sole-Like Two-Way Performance. 
8 Transistors pius 2 Diodes World's finest performing port- 
able table model provides outstanding standard-broad- 
cast and short wave reception 

(T-70M: AM and Marine Band) $59.95 





T-22U—AM/Short Wave Set Featuring Magic 
“Meter” Tuning. 8 Transistors plus 2 Diodes 
Outstanding in sensitivity, this set provides magnificent 
standard-broadcast and short wave reception 

(T-22M: AM and Marine Band) $54.95 
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BU-730—AM/FM Table Model Provides Amaz- 
ing High Fidelity Performance 
Unquestionably, one of the most sensationally perform. 


ing AM/FM table models. Fidelity and purity of tone are 
unique. $59.95 





T-66—Most Extraordinary 3-Band Transistor Set 
Ever Offered. 8 Transistors pius 3 Diodes 


This powerful standard-broadcast/short wave /marine 
band set provides big, gloriously clearsound. $74.95 


5 pee * . 
MOL > 4 
eee. eee? * oeee eo? Qe 
Seer ee oS pe eee ee 
pee ss BETS oe SELES 
pee ee a ee = 
en Oem 
Se eoeeet peer 
Se gery See e 
> pe Se . 
eo eee pe > a 
: ee ee Se: 
° ee : 5 


T-30—The Finest AM/FM Transistor Set You 
Ever Heard. 9 Transistors pilus 6 Diodes 
Combines superb sensitivity with very sharp selectivity 
to provide sound of remarkable range and smoothness 
crystal-clear highs, deep and solid bass $79.95 


MATSUSHITA 


ELECTRIC CORPORATION OF AMERICA 
41 East 42nd Street, New York 17, N.Y. 
Telephone: MUrray Hill 2-6244 
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Two tiny, hidden spring units hold the 
key to the diamond future of your store. 
These are no ordinary spring units. They 
are part of an idea, an idea that grew 
into a new conception in Diamond Ring 
selling that has made powerful 
mpact on the industry. 


COLUMBIA 


The idea—that building diamond business is essential to the well-being of every 

Store . . . that diamond business can and must be created by aggressive selling and 
merchandising techniques. Columbia's Tru-Fit built-in spring units sparked that idea into 
a dynamic selling program that has made powerful impact throughout the country. 


Today Columbia Tru-Fit is time-tested and experience-proved, for only a short while ago. 

Columbia commemorated the production of its one millionth ring... an achievement that 

reflects on the tremendous public acceptance accorded this ob) 4-) ¢-]alel lasso lt-laslelalem olgelel lea 
Shouldn’t your store be part of this dynamic selling team? 














COLUMBIA TRU-FIT a division of AXEL BROS., INC. * 134-20 Jamaica Ave., Jamaica 18, New York 
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the most unusual sales building FREE 


\ 


display unit ever offered! 
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NOW! BRING NEW 
SALES EXCITEMENT 


to your counter with this revolutionary display that 
features all five distinctive types of Ronson Butane 
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VARAFLAME LITEGUARD! VARAFLAME 
VARAFLAME TABLE LIGHTERS! 


Lighters: VARAFLAME! 
WINDLITE! VARAFLAME LADYLITE! 
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Stock No. 


17002 
17017 


67002 


67004 
62001 
62004 
63101 
87001 
92100 
92981 
6-99053 


SS 


Description 


Varaflame, Engraved Design 

os Tortoise Enamel, 
Engraved 

—— Windlite, Satin & 


wasalieaee Windlite, Engraved 
Liteguard, Silver Tone, Engraved 
Liteguard, Enamel, Gold Tone 
Ladylite, Gold Plated 

Rondo, Florentine Finish 
Meteor, Deep Brush Finish 
Goddess, Genuine Milk Glass 
Butane Multi-Fills @ $.75 


Total Suggested Retail Value 
(Pius FREE Display) 


UNIQUE! 


Brilliantcrystal-clear globe 
on sturdy golden metal 
base displays a magnifi- 
cent array of 10 top sell- 
ing Varaflame pocket and 
table lighter styles. Com- 
bines perfect visibility with 
pilfer proof safety! 


Retail 
$14.95 
18.50 
9.95 


11.50 
14.95 
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$171.80 


EYE-CATCHING! 


Draws traffic wherever you 
use it. Customers can re- 
volve 12 inch Satellite to 
inspect entire assortment, 
grouped attractively on rich 
red pad. Vari-Vue ‘‘dancing 
flame’’ creates added con- 
sumer curiosity. 


SALES MAKING! 
This is a permanent dis- 
play that sells and keeps 
on selling every kind of 
Varaflame — priced _ for 
every purse, designed for 
every purpose, and backed 
by Ronson’'s full-scale 
national advertising! 


THIS REMARKABLE NEW DISPLAY IS YOURS ABSOLUTELY FREE WITH 
YOUR ORDER FOR THIS WELL BALANCED V-10 VARAFLAME ASSORTMENT: 


Suggested 


Order now from your Ronson Supplier 





international Standard of Excellence 


Ronson Corp., Woodbridge, N.J., 


U.S.A. 














“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 














Introducing 


anew and 


PROVEN series of SPARKLERS 


See your wholesaler today and 
join the thousands of retailers 
already protiting from this 
terrific seller. 


Goidstein-Gerson roto PP fal om 
Qishtails 130 WEST 46th STREET, NEW YORK, N. Y. 


LETTERS (continued from page 26) 


ners, and have the necessary knowhow. 
With a little effort, a high finish is 
readily attainable. 

The reputable manufacturer of cast 
jewelry (and again I must rule out the 
copyist and the _ kitchen operator) 
creates designs that will compare favor- 
ably with anything made in Europe. 
These are not mere copies; they are 
designs made _ specifically to utilize 
every advantage and freedom that the 
casting process permits. Obviously, the 
quality and finish will not be the same 
as that of a hand-wrought piece—but 
neither will the cost. Because the proc- 
ess 1S so much simpler, a good prod- 
uct can be turned out by jewelers of 
average ability. 

The casting process has rendered 
a valuable service to the retail jeweler, 
by making available to him jewelry 
normally out of his and his customer’s 
reach. It has enriched the artistic ap- 
preciation of the American consumer. 
It has helped the jeweler sell jewelry 
that might else have been bought in 
Europe. And it has made obsolete a 
great number of relics still floating 
around today after 50 or 60 years both 
in stores as well as consumer circles. 

And, let’s face it, we sorely need a 
bit of obsolescence in this’ business. 
Not the built-in variety, but that which 
is caused by progressive ideas in design 
and manufacturing. Actually, fine jewel- 
ry is, in the long run, the least expensive 
of all personal accessories, because of 
the long wear and enjoyment it gives 
to its owner over many years. 

Casting is today’s progressive meth- 
od for making jewelry. And if, perhaps, 
cast jewelry does not stand up to wear 
quite as long as handcrafted or die- 
struck jewelry, it will still have given 
the consumer a more than adequate 
return in wear and pleasure per dollar 
spent, as well as possibly creating a 
somewhat earlier need for replacement. 

The most important factor in buying 
jewelry today should be the considera- 
tion of quality workmanship first, and 
price second; for inferior workmanship 
is prevalent in both cast and struck 
jewelry. It is of extreme importance 
that today’s jeweler familiarize him- 
self extensively with the main prod- 
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it’s jewelry... 





it belongs to the 
jewelry trade... 


If your profit picture for Spring and Summer 1961 
doesn't look rosy, buy yourself some 24-kt. gold pro- 
tection with SONY . . . ounce-for-ounce and model- 
for-model the finest line of transistor radios ever 
made. SONY outperforms and outsells the competition 
... and you never have service headaches or dis- 
satisfied customers. All SONY models . . . 14 style- 
setting quality, pace-makers . . . are reliable, sturdy, 
compact, lightweight, powerful, with sensational 
reception and instantaneous tune-in. Some play as 
long as 900 hours without battery change. All are 
nationally advertised in major media with a million 
dollar campaign and you can have all the dealer helps 
you can use . . . absolutely free! Just think of all the 
extra Sales and Profits you can make this Spring and 
Summer .. . selling SONY as gifts . . . for Mother’s 
Day... Father’s Day... June Weddings . . . Gradua- 
tions .. . Anniversaries . . . Birthdays and Vacations. 
And, wouldn’t you know, you can step-up a SONY Sale 
from $22.95 to $99.95! Your reputation was built on 
quality brands . . . in radios, it’s SONY. 


APPRAISE THESE SONY QUALITY TRANSISTORS 


EVERY SONY RADIO CLEARLY SWOWS THE TWO CONELRAD FREQUENCIES. CiviL 


SONY CORP. OF AMERICA 


514 BROADWAY, NEW YORK 12, N. Y. ° 


* TM. 


TEL.: WO 6-0800 





SONY TRW-621. . Watch 
Radio. Tiny, new, pock- 
etable radio with pre- 
cision 7-jewel watch 
that wakes you to 
music or turns the 
radio on,and off auto- 
matically. Size of a 
pack of cigarettes. 
LIST: $49.95. Complete 
with Battery, Earphone 
and leather case. 


SONY TR-620... 6- 
Transistor, Palm-Sized 
Powerhouse Performer. 
Perfect tonal quality 
through new inverted 
cone speaker. LIST: 
$29.95 complete with 
Battery, Leather Case, 
Cord & Earphone. 





THEY RE BASIC INVENTORY FOR ANY JEWELER 


DEFENSE RECOMMENDS A BATTERY-OPERATED RADIO IN EVERY HOME 


 SERenianaienntanateesieanstenstieetenstententonstaatansteniamtenetetennanten 





IN ANY COMMUNITY 


fe _. , ae 
FM/AM 12-Transistor 
Portable. Drift Free... 
can be used as tuner 
with hi-fi system. 3 An- 
tennae (2 telescopic). 
Uses 4 standard flash- 
light batteries. LIST: 
$99.95 complete with 
batteries and leather 
Carrying case. 


SONY TR-624 ... 
Fingertip Control 
Table Model. Cover 
opens at lightest 
touch and radio 
play automatically. 
Operates for months 
on 4 penlight bat- 
teries. LIST: $39.95 


TELL ME MORE ABOUT SONY . . . THE LINE FOR THE JEWELRY TRADE. 


NAME 
ADDRESS 
CITY 


STORE 


ee 
SONY CORP. OF AMERICA, DEPT. J-1, 514 BROADWAY, NEW YORK 12, N.Y. 








STOCK BOXES 


WITH A 


Custom Designed 


owed .4 


Now stock jewelry packaging 
with a “personalized” look. A 
wide assortment of over 80 
styles, each designed to compli- 
aclcieh@me AOL). @isel-iaenar-lalelh-\— 

Shown is one of our most popular 

metal boxes. Attractively fin 

ished in imitation leather, this 

handsome box is perfect for 
ladies’ jewelry 

Send for our current cat 

aiog itiustrating our 

complete Stock Line 

availabie for IMME 

DIATE DELIVERY 


— 


your own specialized 


COMPANY| 
ATTLEBORO FALLS, MASS. 








523 MT. HOPE ST. 


THE MOST COMPLETE LINE 
OF CASTINGS GRA 


$ 1.35 dwt. 


F 14K Gold Discs 
$ 1.10 dwt. 


14K Gold Spiral Bracelets 


IN GOLD, foer cou mses 
PLATINUM, | “*sers tee. 
PALLADIUM, 

GOLD FILLED & SILVER 


14K Cuff Link Wing Backs 
$ 39. per doz. pair 
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125 West 45th St. - New York 36, N. Y. - JU 6-4842 

















uct he sells, for his as well as his cus- 
tomers’ protection, and for the prestige 
that he should hold in his community. 
HENRY C. SATTLER 
Design Department 
K. S. K. Jewelry Co., Inc. 

New York 


GIA Comments 
To the Editors: 

Like everbody else in the Gemological 
Institute of America, I read the article 
beginning on page 113 of your February 
issue and it was certainly a master- 
plece. 

Of course, you know how much this 
means to everybody interested in the 
Institute; I hope it will mean just as 
much to the readers of JC-K. 

H. PAUL JUERGENS 
Juergens & Anderson Co. 
Chicago 


@ The story on GIA is well done. All 
of us in the “gemological world” should 
benefit from it. 
ALFRED L. WOODILL 
Executive Director 
American Gem Society 
Los Angeles 


@ You had a wonderfully informative 
article on GIA. It must have taken a 
whole lot of work to prepare. | am 
sure that your many readers are as 
grateful as I am, not’ only for this 
particular article but for the great 
mass of good information which you 
are continually giving the trade. 

WILLIAM §S. PRESTON 

EF. J. Preston & Son 
Burlington, Vt. 


® Congratulations to JC-K, the Retail 
Jewelers of America and Dr. Reavis 
Cox for that excellent article in the 
March issue, “The Jewelers Dollars— 
In and Out.” Your publication has a 
real knack for taking extremely com- 
plicated material and making it both 
understandable and highly readable. 

Chicago, III. BORIS LOLLARD 
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Top to bottom: Converta IV, Electrict, $110; Thinline 2001, Conventional, $135: Thin-O-Matic T-475, Automatic, Calendar, $100 


The Hamilton Weatherproof sells 
because it is more than a waterproof watch 








It’s a watch to be worn anywhere .. . neat enough Right now, Hamilton is telling many of your 
to be fashion-right in the smartest gatherings— customers about Weatherproof watches through 
tough enough to be at home wherever men partici- full-color, full-page advertisements appearing in 
pate in strenuous sports or the rugged life. such magazines as Reader’s Digest, Sports Illus- 

Yes, the Hamilton Weatherproof* goes beyond _ trated and National Geographic. 
mere waterproof. It has everything a man’s fine Will you be ready the next time a customer asks, 
watch should have, including a name that men “Let me see those new Hamilton Weatherproofs?” 
know and respect. Hamilton Watch Company, Lancaster, Pa. 


FAIA N7/ LT ON 


* Waterproof, dustproof, provided original seal is restored if opened for servicing. tPatented HM Creator of the world’s first electric watch 
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Thev re New 


with charm 


b ) Dither 


all 50 States...and D.C., too 
A “natural” for the ever-increasing 
travel market. Designed to win instant New Bulova “Accutron” model has clear 
acceptance from your customers and face to show working parts of the watch. 
to provide a steady source of year Provision is made for owner to have a con- 


round profits. In sterling or 14K gold ventional dial installed at a later date if he 


... through selected wholesalers only. desires. $250 retail 


ACTUAL SIZE 


Attleboro, Mass. 


qa new 


LES HIGH 


with 
Emerald cut diamond engagement ring 
comes in 14K white or yellow gold. With one- 
REH_..att carat stone, $1248 retail. Color catalogue 
available. From Regal Diamonds, Inc., 707 
TROPHIES Chestnut St., Philadelphia. 
and 


AWARDS 


No. 300 

19°" Tall C&B Figures on 
handsome walnut base. 
List Price $30.00. 





Bowling Trophies are NOW Year ‘Round Sellers 


for leagues, tournaments, indi- Also 
vidual and team awards ... we available 
have them at every price level. Custom-designed 
REH-craft designs, rich appear- miniature replicas of 
ance and fine workmanship help your customers’ trede- 
you make extra sales the easy marks, products and 
way. buildings. 

WRITE FOR FREE colortully-illustrated catalog 

¥S i. “Typhoon” by Ronson is the lowest priced 

A.C. REHBERGER CO. “a sean the firm has ever produced, comes in 
gold- or silver-tone finish, has windproof fea- 
ture. $2.95 retail. 
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Raised full numeral dial—stainless steel Slim case—straight line expansion Graceful lugs accent slim trim case. 
case. White. $39.75 band with curved pattern. White. $45.00 Yellow. $45.00 





Trim oval case—high-style basketweave Same as preceding watch with charcoal Brushed finish dial—florentine finish 
expansion band. Yellow. $52.50 dial. Yellow. $52.50 link expansion band. White. $52.50 


THE RIGHT WATCH 
AT THE RIGHT PRICE 
Al THE RIGHT TIME! 
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Two tone dial—checker pattern expan- Modern and unusual case design — ta- Same as preceding watch with charcoal 
sion band. White. $49.50 pered expansion band. White. $49.50 dial. White. $49.50 



































Ultra-thin style—chain link expansion Slim, modern case and dial—basket 
weave combination expansion band. 


Yellow. $65.00 


Round diai in gracefully shaped case— 
combination expansion band. White band. Yellow. $59.50 


WATERPROOF!* EVERY BULOVA = “EXTRA”! FULL COLOR SPREAD —  BULOVA TV CAMPAIGN 
SEA KING IS CERTIFIED WATER- IN LOOK MAY SthINTRODUCES FEATURES THE SEA KING 
PROOF BY THE STATES SEA KING TO OVER tacula 
TESTING COMPANY, 7 MILLION PEOPLE 


c 
J 
7 
£. 


PAT BOONE 


Ar ;anir 2AM. 
ARTHUR GODFREY 











flat o2y9t 


moines vy BULOVA 


oe om 
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Window cards, streamers, plus an extra full-color 
dimensional display (not shown). 


SPAPER 
NET SERVICE 


Big Bulova co-op advertising program too! Free newspaper mats, radio scripts, ready to roll TV Film, 
low cost direct mail — all to help you sell Sea King. 


PLAN NOW 
TO LAUNCH THE 
SEA KING 
WITH THESE POWERFUL 
SALES AIDS 


Copyright 1961 Bulova Watch Co., Inc. — New York, Toronto, Bienne, Milan 





Specificaliy designed to ap- 
peal to the most rugged men 
as well as to the most fashion- 
conscious ladies, these four 
sets typify the advance styl- 
ing and consistent beauty of 
ak-dalemet-1a'a-10 mt o¥-1 4-30 =) cern 
Matched Wedding Ring Sets. 


CONVERT SHOPPERS 

INTO CUSTOMERS 

CASH IN ON FAST SALES... 
FAST PROFITS WITH 
ALL-NEW, ORIGINAL, 
ADVANCE-DESIGNED 


Renowned for the meticulous 
hand carving by our own 
expert craftsmen, and unex- 
celied quality... plus the 
added attraction of modest 
prices ... our latest exciu- 
sive, daringly-designed crea- 
tions will instantly convert 
hard-to-sell shoppers into 
customers . will be your 
fastest sellers, biggest profit. 
makers. 


Available in a large variety of 
designs from classic simplic- 
ity to modern adornment, all 
refiecting true elegance. In 
your choice of ultra-smart, 
hand carved Swedish and 
Florentine finishes... proven 
by far the most enduring and 
finest obtainable anywhere. 





: Hid < eel 
MATCHED WEDDING RING SETS 


The Barel signature 
appears in the shank of every 
ring to assure you of a genu 
Talsmmar-1ale Muer-] a',-10 Mme] acdlal-ie 


























































































































































































































Six fine diamonds flanked by 
bold triangular designs with 
hand carved Florentine finish. 
Tapered. In 14K all white or all 
yellow gold. 

Keystone $120 per set. 


'@rolahaaeliiziemmelt-.aalelehale)a meu 


Six fine diamonds regally rise 
from the concave center adorned 
with luxurious hand carved 
Swedish finish. Tapered. In 14K 
all white or all yellow gold. 
Keystone $112 per set 


Recessed white design accented 
by handsome yellow gold satin 
finish. Bright, white stepped 
edges. In 14K gold. 

Keystone $66 per set. 


Distinctive two-tone creation de- 
signed with sparkling, recessed 
white stars that add highlights 
to the yellow gold hand carved 
Florentine finish. In 14K gold. 
Keystone $60 per set. 


sold by the manufacturer directly to the retailer @ Free mats upon request 


Traffic-stopping display unit also available ¢ DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 
BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |., N.Y. 


IEVW/FLERS' CIRCULAR-KEYSTONE, APRIL 1961 





+ Exquisitely designed crosses 
with chain, in both 10K 
and 14K gold. 


For the 

finest in religious 
jewelry see your 
wholesaler 





31-33 GOVENOR ST. 
NEWARK 2, NEW JERSEY 


HARRY O. BLASI 
9 Maiden Lane 
New York City, N. Y. 
WOrth 2-5929 


HENRY OHLHAUSEN 
29 E. Madison St. 
Chieago, Ill. 
CEntral 6-3092 




















OF YOUR 
vee ~~ GO% customers 
E"\\ HAVE OLD WATCHES 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME ic; 


* PROVEN SALES 


* NATIONALLY ADVERTISED 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or blonde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding . . . 
create extra repair jobs.) 


AVAILABLE AT YOUR JOBBERS on write $4.00 
BEATTY MFG. CO., 7424 Santa Monica Bivd., Hollywood 46, Calif. KEYSTONE 
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They're New 


Hour glass is two feet high, really runs for 
an hour. Fashioned of maple in early Amer- 
ican styling. $50 Keystone. From Hanson 
Clock Mfg. Co., 1220 11th St., Rockford, Ill. 


Newest member of Elgin’s “Sportsman” 
series has rectangular case, 17-jewel move- 
ment. $24.95 retail. 


Wedding ring blank combines tapered shape 
with concave cross-section, is available in all 
widths. Made of ductile wrought gold. From 
John C. Nordt Co., Inc., Cedar Grove, N. J. 


“Townsman” is part of Flex-Let’s 1961 line 
of “Super-Flex” watchbands for men. Retails 
for $7.95 in gold filled, $5.95 in stainless. 
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MAN 
FROM 
TRIFARI 


He’s a man of business who 
is also a man of taste. He's a 
man of taste who its also a 
man of fashion. Fashion is 
his bread and butter, and 
champagne and caviar, too. 
There is literally nothing 
about fashion jewelry that he 
doesn’t know. He knows that 
Trifari’s unchallenged lead- 
ership in the field of guality 
costume jewelry can help you 
enjoy enormous volume and 
turnover, day after day, sea- 
son after season. 


His knowledge and experi- 
ence are yours for the asking. 
He is a jewelry merchandis- 
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ing specialist, too. He can 
help you set up and control 
your basic stocks. (Trifari 
makes it that much easier 
with pre-ticketing.) What's 


more, he knows what sells; 
and he doesn’t oversell. 


He understands advertising 
and promotion. He knows 
the vital pre-selling job 
Trifari’s dramatic, full-color 
advertising in Life, Vogue, 
Harper's Bazaar, Glamour, 
Mademoiselle and The New 
York Times Magazine can do 
for you. He'll work for you, 
win sales for you. Remem- 
ber, you can always rely on 
the from Trifari! 


Such G 


iiaevn 














for FATHER’S DAY — GRADUATION a) 


MARINE 


B/MROMEUIERS 


the SHIPMATE 


A distinguished barometer-clock combination that 
lends a mariner’s touch to any room. Spokes and 
cases are strong, one-piece castings with triple- 
plated brass finish. Polished brass indicating 
needles. Engine-turned dials with lithographed 
markings. Barometer has 4” movement. Swift's 
fine 8-day, 7-jewel Swiss clock. Rubbed mahogany 
stand. 1052” x 532” x 2”. Weight 2 Ibs. Gift 
boxed. 

Other fine gift barometers for mantle, bulkhead, 
wall and desk. 


Write for free illustrated and informa- 
tive brochures on the entire Swift line. 


SWIFT INSTRUMENTS, INC. 





Dept J1 BOSTON 25, MASS. 





Nationally acclaimed 
for durability... 


PLASTIC inall 


Decorator colors 


PATENTED #285174 


Forma Scribe. 


WITH LASTING POINT 
for SMOOTHER, CLEARER 


MARKINGS 
706 


713 


ae 
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They're New... 


For those tired of jangling alarm clocks, 
Westclox has introduced the “Moonbeam” 
silent alarm, which wakens the sleeper with a 
flashing light. After five minutes of flashing, 
the light is joined by a ringing alarm feature. 
$11.95 retail. 


F 
Cross in 14K yellow gold has Florentine fin- 
ish bright cut border. Diamond is set in cen- 
ter. $24.95 retail. From Wefferling, Berry & 
Co., Inc., 8 Grove St., Newark, N. J. 


“Jaguar” watchband series comes in five 
styles, features ‘“‘adjust-o-matic” expansion 
center. Available in yellow, white or two-tone. 
From Jacques Kreisler Mfg. Corp., 9015 Ber- 


genline Ave., N. Bergen, N. J. 


“Tele-Sonic” slide projector from Bell & 
Howell has wireless remote control, uses ultra- 
sonic sound to focus and change slides. Sug- 
gested retail is $269.95. 
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Naw! Exctmg Pendant Creations »» Toredeaah, 


CG whem writer Crewe CORTE Beri OF COE UENS 
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PENDANT ASSORTMENT =76U153 
8 Pendants—$30.00 Keystone. Pendants 


ot 


Colored Cultured Pearis (Pink, Creme-White 
& Black) and Synthetic Spinels 

with 12Kt. Gold Filled and Sterling Silver 

neckchains and mountings 


on velvet pads that can be taken 


display and placed into attractive gift boxes 


for quicker selling 


‘ Y I | x % 
: , t 


silejeja. 
Nie e-j(e1e = 
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Tevet pendants 


keeps growing! 








Synthetic Spinel 


Synthetic Spinel 
70F855 3.00 


70S855 3.00 








“> 


White Cultured Pearl 
EA eee Ba he ae 


White Cuitured Pear! 


3.00" 
FOR '61—IT'S COLORS AND BRILLIANCE— 
COLORS—/in lustrous cultured pearls 


—Pink...Creme-White :. . Black 
the colors women crave to coordinate 





with the clothes they re wearing 


BRILLIANCE—blazing synthetic spin- 
els, diamond-facetted to look like the 
real thing—for women who want the 
impressive look of a diamond—a big be 
market for these. au AS ’ Black Cultured Peart 


S—Sterling Silver F—12 Kt. Gold Filled ee a SS 
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JEWELRY S NAME FOR QUALITY 
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OCEAN STAR STARLET WYOMING 


will again spark self-winder 


OCEAN STAR Watch of the year in stainless steel, Yellow Midoluxe and gold; 18K gold markers; from 
$110 to $475. With diamond markers, from $210. Calendar models from $120. 

STARLET Smallest waterproof self-winding watch with sweep second. Stainless steel; 18K gold markers 
$99.50: Yellow Midoluxe $110 

WYOMING Slightly over-size sportsman's watch. Stainless steel; 18K gold markers; concealed crown 
$97.50. In Yellow Midoluxe $125 

ROSEMARY Classic cord model in stainless steel; raised markers and numerals; black or white dial 
$92.50; Yellow Midoluxe $99.50. 

WALDORF Year around favorite in black or white dial with 18K gold applied markers. Stainless steel 
case $97.50; in Yellow Midoluxe with gold-filled expansion bracelet $125. Calendar models from $110. 
BETSY Smaller-than-a-dime self-winder. 10K yellow gold-filled dustproof case and scalloped mesh 
bracelet $99.50. Other Mido Miniatures from $89.50. 

Prices are retail] and include Federal Tax 














ROSEMARY WALDORF 


sales this Spring... 


Every one of these Mido models was a winner last 
Fall (we ran out of stock on most of them). And 
they’re sure-fire to maintain their sales pace again 
this Spring. Because every one is styled in that 
classic good taste that’s always in fashion—always 
in demand. 


The elegantly slim “Ocean Star’’— Mido jewelers’ 
watch of the year—with its revolutionary one-piece 
seamless case — now available in three different 
sizes to tailor to every type wrist. Ladies’ minia- 
ture models, smaller than a dime — with bracelets, 
too. Calendar watches that let you really see the 
date. Waterproof* watches that are condensation- 
proof as well. All self-winding. Over 100 to choose 


from, to profit by. And all fully price protected... 
$67.50 to $1000. F.T.I. 

They’re yours for the seeing in Mido’s big new 
1961 Catalog, just off the press. Write for a copy. 
You’ll make it your buying guide for self-winding 
watch sales. Mido Watch Company of America, 
Inc., 580 Fifth Ave., New York 36, N. Y. In Canada: 
699 St. Maurice Street, Montreal. 


*As long as case, crystal and crown remain intact. 


THE WATCH YOU NEVER HAVE TO WIND 








i hey're New... 
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THE BEST PART IS RACINE 


Customer satisfaction is the key to Wallace combines candlelight and roses in 
success. You can be sure to satisfy i » tine 23 stick ers 
a your. custemers’ soreiee needs these new sterling silver candlestick holder: 
when you sell the profitable Racine that do double duty as bud vases. They are 
line of timers and chronographs. 714 inches hi 5 ir FTI 

Available from your local wholesaler. i¥2 inches high. $12.95 a 

Write for catalog of these Racine 

brands; Gaico, Gallet, Guinand, Se- 

curity...world renowned since 1870. 





& Company, Inc. 
20 W. 47th ST.,N.Y.C. JUdson 2-0768 





There’s No ~ 
Mystery About 


ARLEN’S MAGIC A 
| Mido’s “Giselle,” ladies’ self-winding watch, 
f 


OTN, has sweep second hand, available in 14K 
a tio | yellow or white gold. $125 FTI. From Mido 
p Watch Co. of America, Inc., 580 Fifth Ave., 
‘ud 





New York. 


Combine quality materials, precision 
workmanship, economical production 
know-how, add ‘‘Rich-Glo" finished 
figures and you have the perfect ex- 
ample of Arilen’s leadership in trophy 
craftsmanship. The result—a magical 
selection of trophies and practical 
awards guaranteed to deliver customer 
satisfaction and MAGIC MONEY 
PROFITS TO YOU! 


: FREE 1961 CATALOG 
List Prices: in full, natural color. Packed 
610A/3 18%” $12.00 with the world’s largest selec- 
$0ee/3 nate eo tion of trophies and practical 
610C/ - . ° . ° 

awards. Trio of ladies’ rhinestone watchbands with 


safety lock and chain come in _ velvet-lined 


ARLEN lrophy G., Fue | display case. Three bands are $29.50 Key- 
68 Brook Ave., North Plainfield. N. J | stone. From Hadley Watch Band Corp., 43 W. 
lelephones: MAin 5-4360 (N.Y.) ® Plainfield 7-4500 (N_J.) 34th St., New York. 
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WON " DIAMOND RINGS 


with controlled expansion 






Opens the door to remounts and trade-ins! 
“Up-grades” your regular diamond sales, too! 


CONTRACTS 


for a 
perfect fit 


= : 


ema * ‘ 


E-X-P-A-N-D-S 
over the 
knuckle 


‘\ Dvib 


| 
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e Eliminates twisting and turning 
on finger 

e Rings mold to the contour of the 
finger—diamonds in full view 
at all times. 


PATENTED CONTROLLED Easy to put on 

EXPANSION PERMITS RING TO e Easy to take off 
EXPAND UP TO 3 SIZES TO Never too tight 
PASS OVER THE KNUCKLE Never too loose 


COMPLETELY INVISIBLE 
WHEN WORN. 
ALWAYS COMFORTABLE. 





interchangeable shanks 


. Interchangeable ring shanks with built-in iS —— 
controlled expansion enable you to CUSTOM-FIT any a y 
finger—Kit supplied with shanks—available in sizes 314-9. / 
Shanks always exchangeable. 

. You size rings to a perfect fit in your own 
store in less than 2 minutes. No more costly 
ring sizing problems. 


. Saves thousands of dollars in inventory. 
Eliminates ring duplication. Sales consummated immediately 
because you always have the right color gold ring in stock. 


ACT TODAY to boost your diamond sales for '61! Contact your 
authorized Feature Ring wholesaler or write 


FEATURE RING COMPANY, INC. 
130 West 46th Street - New York 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS. 
FEATURE FLEX RINGS ARE COVERED BY U.S. PATENT NO. 2.806.363 AND OTHER PATENTS ISSUED 


Ring head 


Ring shank ‘ 


Equivalent to 500 years of wear! 
TESTED AND PROVEN by 


American Testing Laboratories, INC. anp PENDING IN THE UNITED STATES AND IN FOREIGN COUNTRIES THROUGHOUT THE WORLD 
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“Qur Diamond Sales 


Increased 38%” 


And you can UP, UP, UP, your Diamond Sales too 
just as this 15-store Chain* did, there's no 
"IFS'' or ‘BUTS’ about it. 


OVER 200 JEWELERS 


In towns large and smail thru-out the U.S.A. are 
INCREASING their Diamond Sales... 
ing EXTRA Diamond Sales -because they, too, 


are mak- 


joined the 


GUILD OF DIAMOND EXPERTS 


Because they, too, are giving their customers "Diamond Savings'’ 
Stamps . . . because they, too, are following the Original and 
Profitable Ideas of this Sales-Tested program. PERFECTED in my 
own 3 Retail Jewelry Stores. 


ONLY ONE JEWELER in any Community can join. 


YOU be that Jeweler! Write me Today! *(name on request) 


Write for FREE  &D FREED 


BROCHURE to: 


141 EAST WATER ST., ELMIRA, Ta) YORK 








<< hey’re New 


Electric desk or mantel clock, the “An- 
napolis,” has mahogany case and handles, 
brass bezel and nameplate suitable for en- 
graving. $24.95 retail. From Sessions Clock 
Co., 65 E. Main St., Forestville, Conn. 


Latest addition to Karlan & Bleicher’s line 
of diamond rings is this men’s model with 
square-motif top. Ladies’ dinner ring with sim- 
ilar mounting is also available. From your 
wholesaler. 


Recent addition to Hamilton’s electric watch 
line is the “Polaris,” featuring a pear-shaped 
dial framed by 14K yellow gold bezel. $150 
FTI, with strap. 
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Sheaffer’s Spring “Gift-Time” Promotion means 


T’S PROFIT TIME 


| GRADUATION DAY 
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display with special q |e: sbi 
assortment GT6l ® paint 


Assortment includes 1 dozen of 
Sheaffer's fast-selling $2.95 
Cartridge Fountain Pens and 
1/2 dozen $4.95 Cartridge 
Pen and Pencil Sets. 


Retail Price........-$65.10 


Your Cost $39.06 gives you 
$26.04 Profit or a full 


0% 


NOW! PAAR AND GARROWAY ARE SELLING SHEAFFER’S ON FULL NBC-TV NETWORK! 


Every week, Jack Paar and Dave Garroway will be seen over 160 different stations 
from coast to coast...and by over 16 million viewers...as they demonstrate 
Sheaffer’s Cartridge Fountain Pen. And, backing up this concentrated television 
© effort, will be a continuous campaign of hard hitting ads in leading national 
magazines. 


Packed for Faster Selling! Sheaffer’s “‘Gift- 
Time’’ Counter Merchandisers measure only 


6 x 814” and hold a complete selection of gift- * 
boxed writing gifts for moms...dads...and 
grads. 

, ; ; | ® 


ACT NOW! For more information on this (and 

many other fast-moving special assortments ©1961 W.A. SHEAFFER PEN CO., FORT MADISON, IOWA * SHEAFFER PENS * Maico HEARING Alos 
for Spring) contact your Sheaffer wholesaler or | 

call Mike Keith direct at the W. A. Sheaffer 

Pen Company, Fort Madison, Iowa. 
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e & Kosary of the Wlonth ° 


Catamore Rosaries handsomely crafted of 


precious sterling silver and the finest rosary beads. 


Distinctive . beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R76/84-1013 $20.25 


Genuine rock crystal, pyra- 
mid cut. Engraved cross and 


center. 














GT . Bai 
Sitart-Her-Necklace of 
“Orienta” Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


Serving America's Leading Jewelers since 1896 
65 Nassau St., New York 


T hey re New... 


Enamel-lined silver plated bowls from Towle 
Silversmiths come in three sizes, available in 
red, blue and green. Retail prices range from 
$14.95 to $24.95. 


Three diamonds are set in each ring of this 
matched Barel Bridal wedding set. Available 
in 14K white gold only. $122 Keystone per 
set. From Bridal Ring Co., Inc., 88-08 Van 
Wyck Expressway, Jamaica, N. Y. 





Sturdy ladies’ watchband has Florentine 
finish, is available in yellow gold filled or 
stainless steel with straight or curved ends. 
From Watchbands, Inc., 380 E. Washington 
St., N. Attleboro, Mass. 


“Encore,” fan-shaped watch for women, 
comes in 14K gold with matching expansion 
bracelet, has 17-jewel shockproof movement. 
Zodiac Watch Co., 15 W. 44th St., New York. 
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IS OUT TO MIA Al E 1961 A 
BIRULLIANT YAIR FOI TRI STARS! 


! ‘That's the kevword for Linde Star activities throughout the year! 
biggest schedule in ‘Linde’ Star history. 
April 29; 

May 6; 


2. Dates set to merge with your 


“MORE” 
%X MORE NATIONAL ADVERTISING . . . 
Watch mes ‘Linde’ ads vear ¥ [HE NEW YORKER, 
Sept. 30; Oct. 28; Nov. 25; Dec. 9, and saruRDAY EVENING POST, 
June 3; rie 23; Oct. 21: New 3 ls ide Dec. 
biggest selling misled! Ads planned to give you bigger sales! 

%X MORE IN-STORE PROMOTIONS . . . twenty-five promotions planned Coast-to- 
Coast, featuring the ‘Linde’ Star Travelling Showcase and the glamorous, 
newly enlarged $100,000 ‘Linde’ one-of-a-kind jewelry collection! Is your 
Store on ‘Linde’s’ list? 

%X MORE TV APPEARANCES .. . On the ILKA CHASE SHOW, programmed to 
appear locally throughout the country. On special film clips for showing in 


Jan. 21; 


your own communities! 

%X MORE RADIO SUPPORT. .. hard selling scripts to more than 300 radio stations, 
with emphasis placed on tieing-in with your own Christmas selling plans! 
%x MORE LOCAL SHOWINGS OF THE GIFT OF KINGS... Linde’s’ full color film, 
available to you for showing in your own community. A proven success, it 
has played to more than six million people throughout the country . . . and 
bookings are coming in daily! 

%X MORE PAGES, MORE MERCHANDISING, MORE NEWS in the ‘Linde’ Star 
Bulletin . . . the biggest little paper in the jewelry industry! 

% MORE SELLING POWER IN THE NEW ‘LINDE’ DISPLAY . . . a prop specially 
designed to draw window shoppers to your display of the Stars! Small, 
compact, attractive . . . and great for producing profitable results! 

%X MORE SALES AIDS. .. bill stuffers, window cards, counter cards, mats, every- 
thing for letting everyone know that your store is ‘Linde’ Star headquarters. 
AND FOR THAT “JUST A LITTLE BIT MORE’. . . More Magnificent New 
Jewelry created especially for showing the Stars to best advantage! A whole 
heavenly collection of beautiful pins, necklaces, rings, bracelets, cuff links, 
tie tacs, studs. 

WHAT MORE COULD You ASK FOR! ‘LINDE’ HAS EVERYTHING! Climb aboard 
and move ahead with the fastest growing quality 
‘Linde’ is a registered trade mark of GB 


the ‘Linde’ Bandwagon . . . 
jewelry name in the industry! 
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Ring in petal form in 18K 
yellow gold with a 3K ‘Linde’ 
synthetic star sapphire in 
the center. By Alsopp- 
Steller. About $250 Keystone, 


Man’s ring in a 14K yellow 
gold gipsy mounting with a 
7’mm round ‘Linde’ syn- 
thetic star ruby or star sap- 
phire. By K. Polishook & 
Sons. About $125 Keystone. 


Cocktail ring with 6K ‘Linde’ 
White Star in a diamond cir- 
cletin a 14K white gold 
mounting. By Church & Co, 
About $300 Keystone. 


Man’s cuff links set with 7mm 
round ‘Linde’ synthetic rubies 
on a scalloped yellow gold 
cup. By M. N. Silvers. About 
$100 Keystone. 


Cocktail ring with diamonds 
in 14K white gold with an 
8mm round ‘Linde’ synthetic 
star sapphire. By Davidson & 
Sons. About $125 Keystone. 





WERE 
CELEBRATING 
75.000.000 - YES 
75 MILLION-BIG 
AND BABY BENS? 


WITH THE BIGGEST MONEY-MAKING 


DEAL IN —_ HISTORY! 


The Most Satisfying Clock in the World 
For You to Sell... For Your Customers to Buy! 


TOPS IN TURNOVER! 





YOULL CELEBRATE 
THESE SENSATIONAL 
PROFIT BUILDERS’ 


It’s a baker's dozen! OO am Ea em 
Buy 12—Get One Free! WoO’ 
America’s Fastest (Ay (>, DOD 
Selling Clocks. 
It’s Pure Profit! ©) IT’S FREE! ae NA 





Smash National Advertising and 
Newspaper Campaigns! Full hs 
Color Ads in LOOK, BETTER 


HOMES & GARDENS! Dynamic 5S 
Spot Radio Campaign! . 


1,000 Winners! 
$25,000 in Prizes! 

In the Biggest Westclox 
Display Contest Ever! 


Free Tie-in Promotion 
Kits for You 


Banners 
Counter Cards 
Streamers 


SEE YOUR WHOLESALER SALESMAN NOW! 
WESTCLOX 


DIVISION OF GENERAL TIME CORP. @ WORLD’S LARGEST MAKER OF CLOCKS AND WATCHES @ LA SALLE-PERU, ILLINOIS 
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I'm a man of few words since mah 
mouth haired over, but ah got one 
thing to say to you square shooters: 
Use thet ever lovin’ JC-K Directory Issue. 


CxS 
} (sn 
SHOR 
y G Wa 
| , 

“lh 








It puts you on the trail of thousands of sources 
of supply quicker and easier than any injun guide. 





Maybe you're a-hankerin’ for coin jewelry or beads— 
whatever, that JC-K Directory Issue is a real pardner, Pardner! 
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2186 712" Vase, Left & Right. . 
2456 10” Vase, Left & Right. . 
2187 6” Vase, Left & Right. . 
gel 
2188 412” Vase, Left & Right. . 
2454 9’ Swan Bowl. 
2459 734° Candy Box. 

2189 334” 

2457 312" Ashtray.... 


2458 4° Cig.Urn w/2 Ashtrays dz. 


2453 4” Shoe. 


All imports ore shipped: 
F.O.B. Geo. Zoltan Lefton Co. 
Chicago Warehouse or 
F.0.8. Lefton-Pacific Inc., 


Los Angeles Warehouse 


GEO. ZOLTAN LEFTON CO., Imports 


GENERAL OFFICE & WAREHOUSE 
3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART 


NEW YORK—225 Fifth Avenue, 1129 
LOS ANGELES—Brack Shops, 705 
DALLAS—Trade Mart, 1400 

MI AMI—1034 NW 23rd Street 

LONG LAKE, MINN.—Route 12 
SEATTLE—614 Terminal Sales Bldg. 


ST. LOUIS—Mdse. Mart 164 





e Fine Swiss 17-Jewel 
Movement 

e Waterproof* 

e Dustproof* 

e Shock Resistant 

e Unbreakable Mainspring 

e Anti-magnetic 

e Custom gift box 

37001— Women's. Black 

nylon cord. $19.95 plus tax. 

38026— Men's. Leather 

nae. $24.95 plus tax. 


*as long as crystal, crown and 
back are intact 
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WESTCLOX PROUDLY ANNOUNCES 
A NEW WATCH LINE DESIGNED 
TO CAPTURE THE LOW-PRICE 
JEWELED WATCH MARKET 


WESTPORT. 


17-JEWEL SWISS MOVEMENT 
$1995 to $2995 


From the vast facilities of the world’s largest 
manufacturer of timepieces, comes an exciting 
new watch series, the Westport 17-Jewel. 
Packed with luxury features, styled in exqui- 
site good taste, crafted with individual care, 
the Westport 17-Jewel answers the public’s 
growing demand for a more dependable, high 
quality watch at a price nearly everyone can 
afford. Each watch is laboratory-tested for ac- 
curacy. Each is backed by the Westclox guar- 
antee of performance. Each is a watch you can 
truly be proud to offer to your customers! 
Now, for greater sales and profits, ask your 
Westclox Representative about Westport 
Assortment 39022 containing eight new 
watches (4 men’s; 4 ladies’) and free spectac- 


ular pilfer-proof display case. 


A DIVISION OF WESTCLOX *« WORLD'S LARGEST MANUFACTURER OF 
vise e| TIMEPIECES « MAKERS OF BIG BEN « LA SALLE-PERU, ILLINOIS 
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LOS ANGELES, CALIF. 27 W. 23rd St., New York 10, N. Y. ATLANTA, GA. 
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Harry Cohen 
led firm for many years 


Abraham Cohen 
founder of the company 


A praHaM COHEN and his wife made the 
journey from Minsk, Russia, to the United States, 
in the wake of their six children—three sons and 
three daughters. Subsequent events produced 
another story of success mingling Old World 
“know how” tempered with New World ingenuity 
and enthusiasm. 

Sam Cohen was the pioneer, venturing to New 
York and securing a job as a clock salesman. 
He was followed by Harry and Hyman, who be- 
came watchmakers. 

The sisters pursued divergent careers—one be- 
came a designer, another a teacher and the third, 
now Mrs. Ida Rosenthal (currently chairman of 
the Maidenform Brassiere Co.), became a director 
of A. Cohen & Sons Corp. 

Pooling their resources, the children managed 
to bring their parents over from Minsk. 

Seeing his sons grow further and further apart 
as a result of working for different employers, and 
convinced that they should work together in their 
new home, Abraham Cohen convinced them that 
they should form their own wholesale jewelry 
business. Their pleas of lack of financing were un- 
availing—Abraham reached into his bank ac- 
count and produced a hard-earned $1500 which 
was enough for a start. This was the beginning 
of A. Cohen and Sons, 50 years ago, in 1911. 


First Years 
The three sons were enthusiastic about the 


A. COHEN & SONS C 


DAYS AHEAD 


How A. Cohen & Sons Corp. 
contributes to the growth of the jewelry 
industry through recognition of 

the changing needs of 


the jeweler in line with changing times 


project and immediately secured quarters at 126 
East Broadway, Manhattan. 

In those days customers of the wholesaler, by 
and large, were small retail jewelers who were 
primarily watchmakers. They occupied dark little 
stores and displayed their merchandise on cards 
hung in the window. Mainly their stock consisted 
of watches and rings. Behind these displays, the 
owner worked on the watches left with him for 
repair. There were large jewelry stores, but they, 
too, leaned heavily in the direction of watches and 
rings. | 

Two franchises were important to the whole- 
saler in 1911—those for the Hamilton and Elgin 
watch companies. Without at least one of these, a 
wholesaler was considered, in today’s parlance, 


et ; ie . 


Opening day, 1911. Sam, Harry and Hyman Cohen, in front 
of their first office at 126 East Broadway, New York. 
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. visitors see display ideas and merchandise. 


“dead.”’ The budding Cohen firm was unable to 
secure either franchise. 

Despite this obviously formidable obstacle the 
three sons started their rounds and, bit by bit, 
made their impression on the trade. Centering 
their energies on clocks and silverware (the latter 
being relatively new to the non-posh jeweler), 
they managed to line up a substantial array of 
customers. 

The Cohen approach was unorthodox, to say 
the least, and downright revolutionary in many 
respects. Where ordinary wholesalers wouldn’t 
touch clocks, the Cohen boys cheerfully sold them. 
Silverware was substituted for brand-name 
watches. And their approach to pricing shattered 
tradition, ignoring the time-honored Keystone 
system with its multiple discounts, and substitut- 
ing net prices. 

With limited credit, the Cohens ordered from 
the William A. Rogers firm 100 sets of flatware. 
Through an error they received, instead, 1000 
sets. 

Ready, willing and able to sell the 1000 sets 
but unable to pay for the entire shipment im- 
mediately, Harry Cohen went to the Rogers firm 
to work out a deal. He got nowhere with the 
underlings, however, since no one would admit 
that he could have received 1000 sets while in- 
voiced for only 100. 

Finally, he arranged to see the William A. 
Rogers himself, and told his story. Mr. Rogers 
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checked the inventory (which confirmed Harry 
Cohen’s receiving 1000), walked out to the ac- 
counting department, riffled up the Cohen card 
and wrote in bold letters across its face: ‘Credit 
Unlimited.” The A. Cohen firm has enjoyed this 
status ever since. 


World War I 


Following World War I, business became so 
good for the firm that Abraham Cohen, up until 
then purely a financial factor in the business, was 
brought into active participation. At about the 
same time a brother-in-law, Julius Bodker, en- 


. and another in Atlanta serve the West and South. 


A third Cohen warehouse is in Long Island City, N. Y. 


tered the firm and subsequently became a prin- 
cipal. 

During this period, Harry was the merchan- 
dising expert, Hyman advertising, credits, etc., 
and Sam was the salesman. Actually, all three 
were salesmen most of the time. 


Innovations, Innovations! 


World War I had demonstrated that the wrist 
watch (along with the cigaret and the collar at- 
tached shirt) was here to stay. Accordingly, A. 
Cohen & Sons added a watch department which 
laid heavy emphasis on this species. Both Ameri- 
can-made (but not Hamilton or Elgin) and im- 
ported watches were shown. The firm did not 
strive for the widest variety, but, rather, con- 


centrated on a limited selection. As Hyman Cohen 
describes it, “selection in depth.” 

The firm also concentrated on the introduction 
of lines which, while new to jewelry stores, were 
nevertheless far from alien to the jewelry store 
atmosphere. 

The first really significant Cohen venture into 
“packaging”’ occurred in the early 1920’s. Until 
then, dresser sets had been of metal and consisted 
of three pieces: a comb, brush and mirror. Cohen 
switched to “French Ivory” (celluloid) and added 
extra plieces—some “packs” contained as many 
as 20. The response was enthusiastic and dresser 
sets have been a Cohen staple ever since. 

As time went on it became apparent that the 
“new” lines would sell in other areas as well as 
New York. Accordingly, with a half dozen new 
salesmen the Cohen territory was extended to the 
Mississippi; at this time the greatest area covered 
by any one wholesaler. 


Heresy! 

Perhaps the most significant milestone in the 
pioneering career of the Cohen organization came 
in 1920 when the firm exhibited at a jewelers’ con- 
vention for the first time; the place was Buffalo. 
Cohen displayed housewares, copper chafing 
dishes and percolators! 

Exhibit officials were aghast. “B-b-but this 
isn’t jewelry!” they sputtered. 

Hyman Cohen was unruffled. “It’s what we’re 
selling to jewelers,” he explained. 

For three days jewelers came, looked, and 
didn’t buy. Finally, on the last day, the owner 
of a chain of stores asked Hyman point-blank why 
he was showing such merchandise. 

Hyman Cohen’s answer was simple. ‘Whether 
jewelers do sell this type of merchandise is un- 
important,” he said. “The real question is 
whether jewelers should sell it.” 

The chain operator blinked. 

“This is merchandise that will sell,” Hyman 
persisted, ‘‘and the jeweler is the Jogical one to 
sell them. If he doesn’t, someone else will.” 

The jeweler bought—and became one of Cohen’s 
best customers. “Thus, courage was launched in 
the jewelry field and the jeweler was transformed 
from a watchmaker into a merchant.” 

The change did not occur overnight. But little 
by little new items were added to the jeweler’s 
shelves and new variety in jewelry store merchan- 
dise gained public acceptance. 


Just ‘Selling’ Is Not Enough! 

In 1922-23 Cohen pioneered in the matter of 
providing jewelers with free display material. 
Applicable to specific merchandise, these displays 
were a radical departure from those previously 
offered—until this time such material had been 





Wm. Howard Taft was 
President of the United States _ 


i sm ae 
er 


A ; and A. COHEN & SONS 


wei De opened for business 





























here’s been a lot of water over the dam since then... good times, bad times, 
wars and peace... but these three institutions—the United States, Oneida 
Silversmiths and A. Cohen & Sons—are still going strong. We expect they’ll still be 


going strong when A. Cohen & Sons celebrates its century of service in 2011. 


hat we’re trying to say is...it’s been a pleasure and a privilege to do 
business in this country... especially with a firm like A. Cohen & Sons. 


ONEIDA SILVERSMITH5S 


suppliers to- 
A. COHEN & SONS of 


Community* Silverplate Oneidacraft* Premier Stainless 
Community* Hollowware Oneidacraft* Deluxe Stainless 
Community* Stainless Oneida* Dinnerware 

Oneida Silversmiths Hollowware Wm. A. Rogers* Silverplate 


* Trademarks of Oneida Ltd., Oneida, N. Y. 








Besides Hyman J. Cohen, chairman of 
board, and Melvin Cohen, president, 
who are pic ct tured elsewhere, the firm's top 
es are top row) Sam Cohen, 
board; Lew Ruben- 

vice-president: Marvin S. 

president: (second row) 

Meyer Laskin, secretary: Mort Weisenfeld, 
Bert Cohen, assistant secretary, 
Charles Cohen, assistant treas- 


WHO'S WHO AT A. COHEN & SONS CORP. 


Office and credit functions: Irwin Bergelson, auditor; Bart 
ru, assistant auditor: David Raskin, Geo orge Feldman, Lou 
Shapir credit managers; Sidney Cohen, accounts payable execu- 
P 35SI 1+ office manager: Sam Epstein, traffic 

rdir : ¥ 
"Department buyers: George Wrublin, cameras: L. Leonard Ras- 
>ks, watches, lighters, shavers: Paul Semel, diamonds; Sam 
hiller giftwares: Ed Littauer, housewares: Adrian Pollenz, as- 
stant housewares buyer; Jules Voael, jewelry; Lester Cohen, 
Howard Weinste in assistant iewelry buyers: Marvin Cohen (vice 


verware: Herb Latzman t silverware buyer. 


SALES 
New York, N. Y.—27 W. 23rd St. 


Kanfer, eastern sales manager. Manny Belman, Morris 
Penkower, Sy Roberts, Dave Rodels, Norman Shapiro, 
Ernest Veltre. 
les manager. Norm Goldstein, Sidney 
> Hoffman, showroom salesmen. 
tion manager 
sluck, Pa., Ohio, W. Va.: Henry 
N. D., S. D., Nebr., lowa, Minn., 
Philadelphia, Baltimore, Washing- 
e; Alfred Silbey, New England; 
Ind., Mich. 


Gate: ted - den Shak, OL 
Atlanta, Ga.—85 Fifth St.,. N.W. 


Sau! Hanson, Southern sales manager. Herman Beck, Ark., Tenn.. 


Miss., Ga.; Martin Feldberg 
Colo., Utah: Joe Levitt, La. 
nick, Fla., Ga., S. C..,; 
Danie! Burke, Atlanta 
Atlanta branch manager. 


Los Angeles, Calif.—134 W. 30th St. 


Jerry Kay, West Coast sales manager. Murray Berliner, Sidney 
Dicker, Martin Green, Calif,; Phil Simon, Calif., Ariz., N. M.: New- 
ton Weisz, Ariz., N. M. 

Norman Brown, Los Angeles branch manager: Eugene Seiden, 
assistant branch manager, Lee Hoeriaer wore s-hous A manager. 


Warehouse—Long Island City, N. Y. 


701d, manager; Edmund Iilson, assistant manager; Harry 
pair department manager. 


r Kaplan Tex., Okla., Kans.. 
} * Herman Mush- 


- Irving Sonshein, assistant 


general in nature and, therefore, lacking in 


“punch.” 

These specific impact displays spelled the death 
knell of signs which simply said “Look!”, “Com- 
pare!” or “Big Savings!” 


Rise of Credit Stores 

During the middle 1920’s, in Detroit, the credit 
jeweler emerged as a powerful force and the 
“movement” spread in all directions. Unlike the 
old-line jewelry store, credit operators were keen 
on variegated merchandise, particularly if it 
built traffic. 

Since the Cohen operation had, for many years, 
been dedicated to the traffic-building principle, it 
became a favorite supplier for the credit-type 
stores. Withal, Cohen impressed upon its ac- 
counts that although traffic was important, a 
heavy emphasis on jewelry was essential to pre- 
serve a jeweler’s identity. 

Growth of the credit jewelry business resulted 
in the temporary creation of a whole new field of 
endeavor—agencies which would prepare promo- 
tional material (advertising, circulars, etc.) for 
the new genre. Being advertising, rather than 
jewelry experts, these organizations had to call on 
someone for information as to current trends, 
styles, etc. What more natural than for them to 
enlist the aid of Cohen’s experts? 

This went on for some time, with Cohen selling 
the jewelers, then reporting the trends, etc., to 
the agencies. Then one day someone woke up and 
asked the question: “Since we know so much, 
why don’t we provide the promotional material, 
too?” Too logical to be ignored, the question re- 
sulted in Cohen’s setting up its own advertising 
and promotion service which was made available 
to customers. 


The Depression 

It should not be overlooked that much of the 
success enjoyed by A. Cohen & Sons Corp. and 
consequently by their customers as well, during 
the depression of the 30’s and subsequent reces- 
sions, sprang from the ingenious merchandising 
acumen of Harry Cohen. His “deals” meant suc- 
cess all the way down the line. 

But courage and initiative were spread all about 
the Cohen team. When the Bank Holiday was 
called in the Spring of 1933 the firm was on the 
threshold of mailing out an impressive circular. 
But no one could even cash a check (at a bank, 
at least). Was there any sense in sending out a 
mailing—particularly in view of the fact that 
Cohen had but $137 in the petty cash till? Hyman 
Cohen didn’t hesitate for a moment. “Buy $137 
worth of stamps,” he said. The mailing went out 
on schedule, and jewelers throughout the country 
were heartened by Cohen’s obvious faith in the 
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TO A. COHEN & SONS CORP. 
UPON THE OCCASION OF THEIR 
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FORSTNER proudly pays tribute to a distinguished contemporary for 











having set standards of excellence that have become a beacon and an 


inspiration for others to follow in the jewelry industry. 


In a half century of service, A. Cohen & Sons Corp. has demonstrated 
that there is no surer road to dynamic growth, influence and esteem 
than a rigid code of fair dealing. 


Having recently passed our own 40th milestone, Forstner is happy to 
extend warm greetings to a respected associate. Just as Forstner is a 
name which signifies quality to millions of customers, A. Cohen & Sons 


Corp., stands for prestige to independent jewelers everywhere. 


Tovelaek 


JEWELRY'S NAME FOR QUALITY 








IRVINGTON, NEW JERSEY 


Manufacturers of Finest Quality Jewelry and Watch Bands 
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1847 Rogers Bros. patterns are as popular today 
as they were when we joined hands with A. Cohen 
& Sons fifty years ago and as they were sixty-four 
years before that. You find 1847 Rogers Bros. 
patterns wherever you find gracious living. That is 
why the line continues to be such a good one for 
dealers to handle. 




















public, the industry, and the future of the country. 

It is basic Cohen philosophy that during a de- 
pression the merchandise itself is the best means 
of promotion. During such a period cash is 
scarce and, since merchandise is plentiful, it can 
almost promote itself. 

When normalcy returns, however, and cash be- 
comes more plentiful, some other approach must 
be employed to move merchandise. Many things 
are competing for the freer cash. The Cohen ap- 
proach was an emphasis on packaging. 

The first step was to get away from the cards 
which, from time immemorial, had been the uni- 
versal method of displaying jewelry. Cohen sub- 
stituted attractive boxes, plastic containers and 
other departures with eye-appeal. One of the 
firm’s major investments approached $25,000 just 
for dies for dresser set packages. 


World War II 

World War II had its impact on the Cohen or- 
ganization. All of the up-coming Cohen sons old 
enough to be active in the firm were also old 
enough to serve their country. This they did, 
without exception. 

The elder statesmen of the firm were also called 
upon to do their bit. Hyman Cohen served in 
Washington with the OPA and the OPS. 

Harry Cohen remained at the helm, steering 
the corporate ship around the reefs produced by 
the international conflict. And Sam Cohen, for 
most of his lifetime a salesman, found himself 
suddenly called to “inside” duty where it became 
his task to find suitable merchandise in the face of 
ever-increasing cutbacks in the production of con- 
ventional jewelers’ merchandise. 

The war years were a period of frustration. 
The Cohen organization pursued a policy of strict 
fairness in allocating quotas and observing price 
regulations. It paid off in the long run since Cohen 
salesmen were among the most-welcomed at jew- 
elry stores after V-E and V-J Day. 


Post-War 


The end of hostilities produced a climate so 
competitive that the Cohen organization sought 
a new path to the confidence of the jeweler. This 
evolved as a penchant for “promotions’—package 
deals which would. mean precfits for jewelers, bar- 
gains for customers and—clearly—business for 
the Cohen organization. 

These promotions took various forms—some 
were predicated on Cohen’s massive buying power, 
others upon astute recognition of impending close- 
outs, still others upon combinations of the de- 
sirable and somewhat-less-desirable at a nonethe- 
less challenging price. To achieve a consistent 
flow of promotions of this sort the firm created a 
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staff of specialized buyers, acquired manufactur- 
ing facilities of its own and developed its adver- 
tising and promotional facilities to a knife-edge 
of perfection. 


‘Crosby’ 

One post-war approach to competition was the 
development of Cohen’s own “Crosby” line of 
jewelry which featured heavy emphasis on pack- 
aging. Much of the value of a proprietary line 
such as this lies in the fact that no one else can 
offer it. Competitively (for both the manufac- 
turer and the jeweler who offers it) this can be of 
enormous importance. There is strong evidence 
that this line was desired by many jewelers (pre- 
viously not Cohen customers) because of its in- 
trinsic quality and a demand built up through 
successful promotions via other jewelers. 


Expansion 

The growth of the credit jewelry business in 
the post-war era has been reflected in the growth 
of the Cohen organization. In 1925 the firm 
boasted six salesmen. By the end of World War II 
this number had tripled. As the firm marks its 
50th year it has 39 salesmen criss-crossing the 
United States, with regional managers and assis- 
tants in three strategic areas. 

Symptomatic of the post-war expansion was the 
elevation, in 1949, of Harry Cohen to the newly- 
created position of Chairman of the Board. 
Hyman Cohen became president of the organiza- 
tion at this time. 

As markets began to develop further in other 
areas of the country the firm opened branches. In 
addition to the New York main headquarters on 
West 23rd St., the Cohen firm now has branches 
in Atlanta and Los Angeles. 

The management headquarters in New York 
also house the executive offices of department 
heads ranging from auditor to traffic coordinator, 
and buyers for some seven different categories of 
merchandise. It is also home base for 18 Eastern 
representatives who range from New England to 
North Dakota. In 1959 a modern, one-floor ware- 
house was acquired in Long Island City, and in 
1960 the main offices on Manhattan’s 23rd St. 
were completely modernized and air-conditioned. 

The Atlanta branch serves the Southern terri- 
tory, from the Eastern seaboard as far as Texas. 
Six sales representatives operate from this South- 
ern hub. 

The West Coast operation, in Los Angeles, 
boasts a sales manager, Los Angeles branch man- 
ager and assistant and a warehouse manager. 
Four salesmen travel from this headquarters, cov- 
ering California, Arizona, New Mexico, Washing- 
ton, Oregon, Idaho, Montana, Nevada, Utah and 
Wyoming. 





= Both branches started as regional sie offices TH ANK YOu 


but soon became full-fledged arms of the Cohen 


organization, complete with warehouse facilities. A Cohen and Nons 
* 


Organization 


From the original three officers who consti- For Helping ls Nell 


tuted the Cohen management at the time of its 
formation in 1911, the firm’s hierarchy has risen ri O00 000 
to nine. Two are original partners and four are ° ° 

sons of the founders. 


Abraham Cohen, truly the founder of the firm, big and Baby Bens 


passed away in 1940. Upon his death the presi- 
dency was assumed by Harry Cohen as eldest of WE ARE 
the three brothers. 


Upon the death of Harry in 1959 Hyman be- SELLEBRATING 
came board chairman, brother Sam assumed the 
post of vice-chairman and a realignment policy 
resulted in the assignment of other corporate posts WITH THIS BIG DEAL 


and delineation of specific areas of responsibility. 

Melvin Cohen, son of Harry, occupies the posi- 
tion of president of A. Cohen & Sons Corp. To- 
gether with his two uncles he is responsible for 
every phase of the organization’s activity. 

In addition to holding the post of executive vice 
president, Lew Rubenstein is responsible for all 
merchandising effort in his capacity of director 
for that field. 

Marvin S. Cohen, son of Samuel, occupies the 
post of vice-president in the corporate structure. 
On the operations side, he is on the merchandising 
committee and in charge of trade shows. 

Meyer Laskin is secretary in the corporate 
set-up and director of branch operations as a prac- 
tical function. Mort L. Weisenfeld, in addition to 
his post as treasurer, is also director of sales. 

Bert Cohen, son of Hyman, is assistant secre- 
tary, with practical responsibility as advertising 
director. Charles Cohen, Harry Cohen’s son, is 
assistant treasurer and is in charge of personnel 
and operations. 
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Spokesmen for the Cohen organization respond in the Bigaest Westclox 
promptly when questioned as to plans for the fu- Display Contest Ever! 
ture. “‘We want to do what we have always done,” 
they say. “Provide the jeweler with the type of 
merchandise that will sell and give him the promo- 
tional material that will bring people into his 
store and keep them returning. This has always 


es mE 
been our objective.” 
This objective is achieved by a team of mer- : Ol R 


chandising experts who combine 50 years of expe- 
rience with the enthusiasm and aggressiveness of A COHEN 
youth. It is the motivating philosophy of the buy- ! @ 

ers who comb markets for the most attractive bs 

merchandise at the most attractive prices, and it % ALE QM AN 
is the basis upon which all Cohen sales personnel |} } 


make their calls. : ’ 
Although Cohen service leans heavily on pro- ' eo 


(please turn to page 74) 
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by HYMAN J. COHEN 
Chairman of the Board, 
A. Cohen & Sons Corp. 





Promotions ? Among the many reasons for a 
dealer to promote, a few are outstanding: 

A. To create a desire for an item or line. 

B. To bring traffic into the store. 

C. To give prestige to the store. 

Sensational price sales of undesirable items, in 
the long run, will not work out to the advantage of 
the promoter. 

The question is often raised, “How often should 
one promote?” The answer is very simple—all the 
time. This does not necessarily mean one has to 
mail a circular or run a sensational newspaper ad 
daily. 

The window is the most important, most expen- 
sive part of a store, therefore, it should be 
changed often to stimulate the interest of the 
shopper. The displays inside should also be at- 
tractive. A dealer can always plan inside promo- 
tions on a weekly basis: it will keep the dealer and 
his personnel alert and his customers interested. 
Selection of items depends on location, season of 
the year and type of goods representative of a 
particular store. If you try to promote Easter 
goods for Christmas, Winter goods in the Spring 
—the chances of success are nil. Any dealer who 
knows his community should have no difficulty 
making the proper selection of items to create the 
proper image of his store. 

Another question often raised is, “What is the 
objective for any promotion?” I must repeat: 


Why promotions? 

What are promotions? 
When are they desirable?. 
Who can benefit 


from them—and how? 


The objective is to create traffic, and with traffic 
you create sales. With quality goods you create 
prestige, you invite new accounts, you keep your 
regular accounts interested in your store and your 
lines. Never—may I repeat, never—overlook your 
regular accounts or take them for granted. Re- 
member, other merchants are soliciting them and 
to others they become new accounts, only because 
you took them for granted. 


Ideas Are the Big Thing 

Are loss-leaders justified? This is a very con- 
troversial subject. Loss-leaders are not neces- 
sarily limited to retail selling. Many manufactur- 
ers start their lines with promotional items to 
keep the wheels turning—they make their profit 
in production. In retailing, profits are made only 
on sales. Not every sale can be profitable. One 
thing is certain—a loss-leader item must be 
quality-designed. If the item has only price in its 
favor, it is never desirable. Loss-leaders should 
never be substitutes for ideas. Suggestive buying 
has much greater advantage than price. It is the 
old story: you buy the sizzle but get the steak. 

Let me cite a factual experience. Fifty years 
ago, silverplated flatware was sold on an open- 
stock basis, usually in units of six. The flatware 
was tissue wrapped, with one spoon open on the 
top and held together by red ribbons. Tarnish- 
proof paper was still a laboratory dream. Con- 
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sequently, most stores were showing tarnished 
silverware, and those dealers who polished the 
top piece were showing dirty tissue because of the 
silver polish. Some stores were buying boxes to 
hold units of six, to sell separately at a high price 
because the sales were rather limited. 

Our company conceived the idea of creating a 
moiré-covered box to hold a service for six, namely 
six each teaspoons, tablespoons, dinner forks, 
knives and one each butter knife and sugar spoon. 
We approached a box maker with our idea, who 
thought it so impractical that the only basis on 
which he would make 1,000 boxes at 42¢ each 
would be if we paid cash in advance! We did! 
This was the start of the silverware industry sell- 
ing sets instead of pieces. From units of six it 
went to units of eight, up to the present. 

The most popular selling set is a 52-piece ser- 
vice for eight. Originally, based upon my mem- 
ory, it was first introduced by International Silver 
Co. who furnished what they called a “pirate” 
chest, and then they called it “pieces of 8.’”’ What 
better proof can one have that the idea sold the 
goods in larger units, at regular price? At pres- 
ent, the 52-piece set is so staple that it has also 
become the No. 1 price problem. The industry, 
unfortunately, was not able to come up with a new 
idea, and until they do, price will remain a factor. 

Our company was first, again, in introducing 
electrical household appliances to our industry. 
Sales in the early days were limited to waffle irons, 
toasters (non-automatic) and sandwich grills. 
Here again, we took a toaster and combined it 
with a tray and other home utility items. We took 
the waffle iron, combined it with a ceramic batter 
pitcher, ladle and six plates—and this idea sold 
more of the item, at regular price, than the 
“sharpshooters” sold the item alone at cut price. 
Forty or fifty years ago there were no discount 
houses—they were called cut-raters, price cutters, 
etc. The name has changed but the principle re- 
mains the same. 

In later years, one of our most successful pro- 
motions was a 4-in-1 sale—a Silex electric coffee- 
maker, an Everbrite electric waffle grill, a General 
Electric iron, a Hammond electric kitchen clock— 
to be retailed at $14.95, dealer’s cost $9.97. It was 
successful because it had desirable quality and a 
magic price. 


The Time Element in Promotions 


Promotions are like life—ever changing—and 
that is what makes it interesting. The fact that 
one was successful at one time does not necessarily 
guarantee continuous success. By the same rea- 
soning, the fact that a promotion flopped does not 
prove the idea was bad. Let me cite you a perfect 
example: When Melamine dinnerware was cre- 
ated, once again we were first to bring it to our 





industry. We planned what we considered a de- 
sirable unit, with good selling aids for windows 
and newspapers, and we sold it to 200 dealers in 
200 cities. It flopped badly—because we were two 
years ahead of the public. Today Melamine din- 
nerware is so staple an item with all retail outlets, 
jewelers, departmest stores, super-markets, etc., 
that it is the No. 1 football in dinnerware. In fact, 
it could even be classified as a “jungle” market— 
no stability. 

Now, let me give you another sad example, 
which proved costly to our company. Years ago, 
when Dizzy Dean was the most popular baseball 
player, we produced a wrist watch with his pic- 
ture on the dial, to retail for $2.95. We produced 
50,000 watches, made for us by the Waterbury 
Clock Co.—now U. S. Time, makers of Timex— 
and this watch was sold to many leading jewelers 
and department stores. Everyone was esthusi- 
astic; the maker, the seller, the buyer—except the 
consumer. The promotion was a successful fail- 
ure. We re-dialed 31,000 pieces, re-boxed them 
and sold them to retail for $1.95. We could have 
given many reasons but no matter what they were 
the result was the same—it was a flop. 

Right after that failure, we created the “Lone 
Ranger” wrist watch. It was sold successfully by 
all dealers who participated. Once again, it is 
proof that it is the idea that sold, including the 
product. 

Many years ago, one of our suppliers over- 
produced a quantity of bouillon spoons. You just 
cannot sell bouillon spoons alone, so we bought 
them and had them shaped into sauce ladles. Not 
only were they sold; we searched the industry for 
additional overstocked spoons, found them, shaped 
them into ladles and sold them. Here again, the 
price for the spoon was not a factor—the item 
was promoted on the fact that it could be shaped 
into a sauce ladle, to bring many thousands of con- 
sumers to stores—it gave them traffic and traffic 
spells sales. 


“Easy Credit” Is Not Enough 

Marketing is on the move, perhaps in many 
cases a little too fast to keep up with. Some jewel- 
ers believe that credit or installment selling—$1 
down and $1 a week—is the only selling tool they 
need; merchandise is secondary. Unless these 
dealers realize that such conditions no longer 
exist, they are heading toward a sad awakening. 
You have to sell desirable quality goods. Credit 
alone is no longer the great incentive. Liberal 
credit is now cheerfully extended by many other 
dealers, through bank and revolving credit plans. 

Direct mail—that is, brochures, cards and cata- 
logues, based on seasonal timing—is a very im- 
portant part of promotional planning. Your mail- 
ing list (your active and inactive accounts and 
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your prospects) is the most important element in 
your business operation. It is not a substitute for 
newspaper advertising or attractive window dis- 
plays; they complement one another. Direct mail 
should be an image of your store’s operation. With 
this object in mind, our company set up a specialty 
division, staffed by expert merchandisers and ex- 
perienced advertising men, who tailor-make mate- 
rial that is timely for jewelry selling. The image 
of a jewelry store is always maintained. 

An occasional clearance sale (from your own 
inventory) is desirable, but you must avoid con- 
tinuous sales, which would create the dangerous 
image that your store has only bargains and more 
bargains. 

Jewelers have more sales opportunities than 
any other specialty stores. They are diversified. 
They handle many items and lines that Mr. & Mrs. 
Consumer are buying daily. When a jeweler loses 
sales to other outlets, it is usually because he 
failed to promote properly. Too often the jewel- 
er’s approach is on the negative side. He must be 
positive. Above all, he must be careful not to let 
an occasional failure influence a possible set-back 
in promotional selling. 

All industries are faced with major changes. 
Those industries that have the foresight to an- 
ticipate the changes and meet conditions are going 
forward—not by fancy slogans, but by deeds. 
Those who recognize that it takes modern mer- 
chandising to fit the marketing area in which one 
trades will go forward—all others will be out, vol- 
untarily or involuntarily. 

For 50 years, A. Cohen & Sons Corp. has been 
pioneering to promote lines, which have helped 
many dealers’ successful growth. The manage- 
ment is dedicated to that theory and practice. 

The future of our company is tied up with the 
jewelry industry—with our friends whom we have 
served, in many cases for 50 years, and with our 
future friends, whom we anticipate to service. 
With them we shall continue to grow. 





1911, 1961 AND THE DAYS AHEAD 


(continued from page 69) 


motions, they are only part of the firm’s success 
story—there are other, vital ingredients. In addi- 
tion to the top-level teamwork described above, 
one must never lose sight of the value of modern 
plants and facilities, a loyal sales force and, above 
all, the constant conviction at all echelons that the 
jeweler must, in the final analysis, retain his time- 
honored reputation for fine merchandise. 

In 50 years A. Cohen & Sons Corp. has travelled 
a long road. Progress is unmistakable. But it is 
the proud conviction that progress has not only 
been made by the Cohen firm but also, through its 
efforts, by the thousands of its customers. 


eae cee aw ik i Me 








: re oe 
Congratulations —~ 
A. COHEN & SONS 
On reaching your 


Golden Jubilee 


We are proud to 





say we, too, have 


grown with you. 


Linited Metal Goods Mfg. Co. 


379 De Kalb Avenue 


Brooklyn 5, N. Y. 














CONGRATULATIONS 


A. COHEN & SONS CORP. 
On Your Golden Jubilee 








. * * * 7 














We thank you for contributing 


to our growth too... as we 


celebrate our 40th Anniversary 


ASTORLOID MFG. CO. INC. 


83—19th St., Brooklyn 32, N. Y. 


WORLD'S LARGEST MANUFACTURER 








BOB AND PHIL TOMCHIN 
AND ALL THE PEOPLE AT 
PHILIPS MFG. CO. 

ARE PROUD TO JOIN THE LIST 
OF PRESTIGE 
MANUFACTURERS WHO SALUTE 
A. COHEN & SONS 
ON THEIR FIFTIETH YEAR 
IN THE JEWELRY BUSINESS 
Cw 


CONGRATULATIONS ON YOUR 
GOLDEN ANNIVERSARY. 


PHILIPS MFG. CO. 
Makers of Gold Jewelry 


31 Debevoise St., Bklyn.6, N.Y. © EV 4-2000 








OF DRESSER SETS | 





by MELVIN S. COHEN 
President, A. Cohen & Sons Corp. 


The Merchant 
Wholesaler 
in Todays Market 


ey Hounpreps of thousands of words have been 


written supporting the role of the wholesaler 
in the function of distribution. Millions of 
words have been spoken referring to the parasi- 
tic position of the middleman. Is there an accurate 
assessment of the merchant wholesaler ? 

The pages of this section reflect the really 
brilliant growth of my company, from humble 
beginnings to industry prominence and leader- 
ship. The facts are that there are 185,000 mer- 
chant wholesalers as living testimony that manu- 
facturer and retailer alike in great numbers find 
their services valuable and vital. 

In 1958, merchant wholesalers in the United 
States handled over $120 billion of goods and 
met a payroll of $8,300 million for 1.82 million 
employees. In the 19-year period between 1939 
and 1958, when the GNP increased 480 per cent, 
the volume of merchandise we handled increased 
533 per cent, while the number of wholesale es- 
tablishments increased by only 85 per cent and 
employee load by 82 per cent. 

The boss in all marketing is the consumer. The 
point of agreement in all discussions concerning 
distribution is that you must have a worthwhile 
product for long-range success. In today’s econo- 
my, the product that meets the tests of style, 
quality and price must now be supplemented by 
an effective program to create consumer demand, 
or at least, consumer acceptance. 


Service to Manufacturers 
The efficiency of modern production facilities 
and the immensity of advertising expenditures 


require maximum distribution. The great majority 
of products marketed through jewelry stores, of 
which there are 28,317 listed in the JBT Refer- 
ence Book, are also sold by department stores, 
drug stores, discount houses, catalog houses, 
stamp plans and premium promoters. Obviously, 
a manufacturer desiring to reach a substanial 
portion of this market cannot directly serve such 
a large group without undertaking formidable 
organization costs. 

The manufacturer would require a massive 
sales organization at a time when traveling be- 
comes more expensive each day. He would fur- 
ther need strategically-located inventories to serve 
the many major markets that exist today. Inas- 
much as retailers frequently require lead time 
for pre-season stocking, the manufacturer should 
give reasonable terms of payment consistent with 
the growth of credit as a form of retail selling. 
This requires that the manufacturer develop a 
credit staff to know the paying potential of all 
the varied retailers that comprise the total mar- 
ket place. 

Each industry has its wholesaling organizations 
with their diversely located warehouses, their 
large sales organizations, and their combined mil- 
lions of dollars of investment in manufacturers’ 
products and retailer accounts receivable. These 
specialized distributors are well equipped to offer 
the retailers the marketing guidance and tools 
that can sell goods through a jewelry store rather 
than a department store. The manufacturer sell- 
ing across industry lines is not equipped to do this. 

An excellent example is Corningware, today 
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tifically designed to let 
batter drip back neatly into 
bowl during mixing inter- 
ruptions. 





VERTICAL ARM ON BASE 
LOCKS EASILY INTO POSI- 
TION. To use, simply lift arm 
to full height and chrome 
lever snaps down to lock, 


Featuring sensational new 
“quiet-power’ mixing ac- 
tion and super-speed per- 
formance. Available as a 
hand mixer only, or as a 
stand mixer with revolu- 
tionary “foldaway” stand. 





Our congratulations to A. 
Cohen & Sons on their 
golden anniversary. May 
their success continue to 
grow in the future. 











BASE STORAGE COM- 
PARTMENTS. Door opens 
at a finger-touch. Cord fits 
in center section, beaters 
fit side sections. 


MIXER AND STAND BOTH 
HANG ON WALL. Keyhole 
slot makes wall-hanging 
easy—special wall screws 
included. 





Mr. Retailer: GET pte COMPLETE 
"INSIDE STORY” 
ON THIS TOASTMASTER MIXER 


Our famous hallmark... 
symbol of outstanding quality 


pany, Dept. 





Toastmaster Division, 


Just drop a postcard to Advertising Dept. 
McGraw-Edison Com- 
and ask for the 
Toastmaster Sales Training Kit. We'll also 
send you information on how you can get a 
Toastmaster Mixer for your own home. Write 
Today! Don’t miss this offer! 


Elgin, IIl., 








**TOASTMASTER’ 


‘is a registered trademark of McGraw-Edison Company, 


Elgin, Ill. and Oakville, Ont. © 1961 


TOASTMASTER DIVISION 


McGRAW-EDISON COMPANY 


<i rc vaa >> 
$” Guaranteed by 
Good ae” 
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helping to prove that 
QUALITY 


stimulates 


GROWTH 


radios phonographs 


AMERICA’S 
FINEST QUALITY 
FOR THE PRICE! 


This exclusive A. Cohen & Sons Cor- 
poration brand proudly identifies 
products that are outstanding in 
styling, performance, and value. 


Manufactured to meet your needs, this 
merchandise is designed with “built- 
in” customer preference features 
which you can sell with confidence. 


In table radios, clock radios, transis- 
tor sets, and portable phonographs, 
Eldorado is the name to depend upon. 


= > 
S 
ws ESOUIRE wiv 


ELECTRONICS, INC. 
RADIO & = RO 


6201 FIFTEENTH AVENYE, BROOKLYN 19, N.Y. 


Custom manufacturers of 
consumer electronic products. 




















one of the outstanding consumer products from 
a point of sales. Our company was able to intro- 
duce the Corning line to the jewelry industry. 
The jeweler reaped wholesome volume because 
of the specialized merchandising we prepared to 
supplement the Corning program. The combina- 
tion of Corning and Cohen has been a boon to 
all three partners of the distribution team. 


Helping Retailers Succeed 

The retailer, to be successful, must have a 
diversified and extensive assortment of merchan- 
dise to attract customers and keep them buying. 
The smart retailer realizes that this large selec- 
tion requires effective stock controls, minimum 
inventories and quick source of supply to secure 
maximum turnover. 

The frequent calls of the specialist jewelry 
salesman impart continuous knowledge to the 
counter people, and small orders with quick ser- 
vice increase turnover and reduce capital require 
ments. All wholesalers consider the largest de- 
partment stores in their community as their best 
accounts. The bigger the volume of the store, the 
more important becomes the availability of a 
large selection of goods with optimum turnover. 
Today, our company, in association with a few 
other wholesalers, with warehouses in major 
markets, services Montgomery Ward jewelry de- 
partments on staple lines. 

The retailer wants to work with a limited num- 
ber of suppliers to minimize bookkeeping costs, 
and more important, to be so valuable to a sup- 
plier that he will receive maximum service, cre- 
dit assistance, and special consideration in times 
of financial stress or merchandise shortages. All 
of us realize the rising trend in freight costs. 
Wholesalers can reduce them by consolidating 
goods of several manufacturers. A single source 
shipment reduces receiving hours of the stock 
personnel. 

The wholesaling industry has representatives 
offering a wide assorment of products of hundreds 
of prominent manufacturers. The purchase re- 
quirements are completely the option of the cus- 
tomer. The warehouse of the wholesaler is not 
too far from your own back yard and the intimate 
relationship of dealing for many years with a 
specialist in your own industry is a source of 
great comfort when you need something in a 
hurry, or you need a favor concerning payment. 
The depressions and the wars have answered 
many questions were we to scratch our memories 
to recall. History has always proven a valuable 
guide to future policy. The wholesaler will always 
be with us, in one form or another; it is the smart 
manufacturer and retailer who will avail them- 
selves of his service. 
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A. COHEN & SONS 


we join you A. COHEN & SONS 


in your 


50th GOLDEN ANNIVERSARY 


with ARE GRATEFUL 
FOR THIS 
OPPORTUNITY 
GOLDEN WISHES TO 
EXPRESS 
OUR FEELINGS 


OUR CONGRATULATIONS TO 








Semca Clock Co., Inc. STANDARD METAL PRODUCTS CO., INC. 


MANUFACTURERS OF SILVERPLATED HOLLOWARE 
EDGEWOOD STREET e MANSFIELD, MASS. 
Phinney-Walker Clocks Since 1915 EDgewood 9-2743 


30 Irving Place, New York 3, N. Y. 


Manufacturers of 
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A. COHEN & SONS SILVER 


Division of Lord Silver Inc. 


Contributing to your crowth 
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contributed to our growth ii . 7 rt Bi a 


and the growth of the industry. GIFT BOX of six sterling salt & pepper shakers 


#12/6 ht. 134" 


Gee 0% 00 Oh 40: Op 
GOLDFEDER GIFT BOX of six sterling salt & pepper shakers 
SILVERWARE COMPANY INC. # 18/6 ht. 17%" 


125 Grove Street Wallingford, Conn. 
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140 Fifth Avenue NYC 11, N. Y. 
CO 9-1471 WAtkins 4-8337-8 









































Why are some jewelers 
prouder of their rings than others? 


Artcarved 





the most coveted ring franchise in America 


WOULDN'T YOU BE PROUD to have your 
customers pre-sold by national advertising 
on the quality and beauty of the rings you 
sell—and on your reputation as a fine 
jeweler? Artcarved jewelers are backed by 
compelling full-page national magazine ads, 
plus full-scale store promotional tie-in ads. 


WOULDN'T YOU BE PROUD to be part of a 
century-old business reputation? Artcarved 
has been building good will and customer 
confidence for more than 100 years. 


WOULDN'T YOU BE PROUD to eliminate 
the hidden inventory costs which drain off 
your profits? As an Artcarved dealer you 
always have a balanced stock on hand, plus 
a reserve stock instantly available from 
Artcarved. You order as needed — by cat- 
alog if you prefer. 


WOULDN’T YOU BE PROUD to have service 
you can depend on absolutely; quality 


guaranteed in writing; the diamonds you 
want, always available at standard quality 
and price? All of these services are part of 
an Artearved franchise. 


WOULDN'T YOU BE PROUD to have your 
salespeople learn faster, sell more effec- 
tively because they have confidence in what 
they are saying? Artcarved’s simple, unique 
sales story means easier selling, greater 
customer satisfaction. 


WOULDN'T YOU BE PROUD to be able to 
assure the nationally-recognized value of 
your customer’s ring with an Artcarved 
Permanent Value guarantee, plus a world- 
famous trademark, individual registry 
number, and a personal registration to 
protect the customer? 


WOULDN'T YOU BE PROUD to have your 
own Artcarved franchise? A simple letter 
to us can start the ball rolling. 





Artcarved 


J. R. Wood & Sons, Inc. ¢ 216 East 45th Street, New York 
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LONGINES-WITTNAUER 


Action Frogham for Spring 1961 
a Full-Color Insert in “Reader’s Digest” 


with a Sensational (Ze hijfic Guilin 


Some 36 million readers of the May 
issue of “Reader’s Digest” will be look- 
ing at one of the most beautiful collec- 
tion of Longines and Wittnauer watches 
ever to be shown anywhere. No one 
who picks up a copy of this magazine 
—whose influence over readers is a na- 
tional phenomenon—could miss these 
timepieces shown in full color, 


+ 
a 


4 


ON THESE BEAUTIFUL FULL- 
COLOR PAGES OPENING OUT 
FROM THE BACK COVER (AD- 
MEN CALL IT A “GATEFOLD”) 
WE PROCLAIM THAT: 


“At least once in his or her life 
...everyone would love to own 
a really fine watch... Finest 
of all to own or to give is 
LONGINES, the world’s most 
honored watch. 


This was true 95 years ago when we 
Started, and it’s just as true now, mil- 
lions of fine watches later! 

The really unusual thing about this 
“Reader’s Digest” advertisement is that 
we're using it as one of the most effec- 
tive store traffic-builders ever to hit the 
jewelry industry. Here’s how: Facing 
our advertisement, we’ve bound an in- 
dividually numbered card into every 
subscriber’s copy of this issue of the 
“Reader’s Digest.” Of these, 1,000 will 
be electronically-selected lucky num- 
bers whose owners will receive— 
FREE—ONE OF THE LONGINES 
WATCHES featured in this advertise- 
ment. Winners don’t have to fill out a 
limerick or guess how many moving 
parts go into a fine timepiece. 


This is strictly a “NO-CONTEST” 
promotion! 
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The ONLY way an 

has the lucky number is to go to his 
authorized Longines-Wittnauer Jeweler 
who keeps the official list. This means 
steady store traffic for every Longines- 
Wittnauer store. 


We're also making it possible for jewel- 
ers who tie in to the promotion to take 
full promotional advantage of this 
unique program. In a comprehensive kit 
we're supplying all the tools so they can: 


* Post on windows and doors the 
streamer proclaiming their store 
the official keeper of the lucky 
number list. 


* Make sure salespeople wear the 
special “Reader’s Digest” pocket 
badge. 

* Use the “Reader’s Digest” display 
material as the center of a strong 
Longines-Wittnauer watch win- 
dow. 

* Use sample news stories and 
radio-TV announcements to pub- 
licize the lucky-number prizes. 


* Use sample press releases to get 
local newspaper publicity. 

* Use special free mats to tie-in the 
“Reader’s Digest” national adver- 
tising with local papers. 


* Use special “Reader’s Digest” 
folders in direct mail efforts. 


This kit offers a complete guide for any 
jeweler who genuinely wants to get the 
most mileage from this original, dy- 
namic merchandising campaign. Natu- 
rally, changes may be made to suit 
individual needs, but the basic imple- 
ments are there for an exciting adver- 
tising and publicity program at the 


local level—in keeping with the jewel- 
er’s own local image, 

If you tie in, you'll get as much from 
this promotion as you put into it. When 
traffic finds its way into your store as 
a result of the “Reader’s Digest” 
stimulus, be ready to show not only 
the watches photographed in the maga- 
zine, but a complete line of Longines 
and Wittnauer timepieces. Nothing in- 
spires consumer confidence as much as 
a selection in depth of a well-known 
brand. And Longines has the nation’s 
#1 consumer franchise—because most 
Americans prefer Longines to any 
other fine watch. 


HERE’S YOUR BIG CHANCE TO 
BOOST VOLUME AND TRADE UP. 
MAKE THE MOST OF IT, 


_— — 
— 





Join our regular 
reading family 


Longines-Wittnauer pub- 
lishes a little magazine for 
jewelers in which we not 
only describe what we're 
up to in production, styl- 
ing, merchandising, advertising and 
other areas—but what other retailers 
are doing to build sales. If you're not 
already receiving GOOD WILL, fill in 
the coupon below and send it to us. 








Advertising Department 
Longines-Wittnauer Watch Company 
580 Fifth Avenue « New York 36, New York 


Please add my name to your mailing list to 
receive free copies of ‘‘GOOD WILL.”’ 


Store Name 
Address 
City Zone State 
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LONGINES-WITTNAUER WATCH COMPANY 
LONGINES 
WITTNAUER 
LE COULTRE 
VACHERON & CONSTANTIN 

ATMOS © 


JEWELERS' CIRCULAR-KEYSTONE, APRIL 1961 





JEWELERS’ 











CIRCULAR-KEYSTONE 











te Am A — 
Wy) ira 
SK Ie Slices 


— AL INVENTORY: Three doc- 

tors at the Brooklyn State Hos- 
pital recently recovered “an amor- 
phous mass of eroded metal sludge” 
and what might have been the stock 
of a small jewelry store from the 
stomach of a mental patient. 

Among the identifiable objects in 
the patient's interior were: 3 sets 
of rosary beads, 16 religious medals, 
one bracelet, one necklace and 88 


assorted coins. 


yICKLE TICKER: A California state 

assemblyman is the proud pos- 
sessor of an antique French mantel 
clock. 

lor years it sat in silent elegance 
on the mantel, a conversation piece 
and object of veneration. but it 
wouldn’t run. 

Then it was stolen. When police 


recovered it, it was running. 


8 as BLACK DAY: It doesn’t pay 
to take chances when you carry 
gems worth thousands in your auto- 
mobile. 
That’s what jeweler James Day of 
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SPEAKING OF THE JEWELRY TRADE 


Birmingham, England, figured. Con- 
sequently he went to no little trouble 
to make his car burglar-proof. 

He fitted two locks on each door: 
three locks on the trunk; two chains 
on each door window. 

But a lock’s no good if it isn’t 
locked. One day, not long ago, while 
Day was visiting friends, his bur- 
glar-proof car was_ burgled of 
$19,600 worth of jewelry. 

One of the ventilation windows was 


unchained and unlocked. 


.. . REARS ITS UGLY HEAD: An item 
from the “It’s the same the whole 
world over” department: 


A Vienna jewelry store specializ- 


ing in wedding and engagement 
rings has replaced its salesgirls with 


men and older women. 

Seems the girls were such cuties 
that male customers got so engrossed 
trying to date them that they were 
forgetting to buy the engagement 
rings they had come after. 


— AND CONSCIENCE: The New 
York Herald Tribune's Women’s 
Feature Editor, Eugenia Sheppard, 
recently turned her attention to a 
really knotty problem: 

How big can a diamond be before 
it becomes “vulgar”? 

The question was posed by a male. 
Miss Sheppard duly noted that the 
ladies in general were agreed that 
the sky’s the limit. 

Weighing the information she had 
received from well-carated damsels, 
dress designers and the like, Miss 
Sheppard came to the conclusion 
that the 
ideal size. 


10-carat diamond is the 


She explained: 

“A ten-carat diamond ring on a 
woman’s finger is no cold hunk of 
ice. It sparkles with this happy pic- 
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F » RE . | Specially Designed 
Pym for the Jewelry Irade 
SMART PILFER-PROOF 


aie: POINT-OF-SALE 
rene cuniry conscious MMMM MERCHANDISE DISPLAY 


This eye-attracting, traffic stopping Toshiba 
point-of-sale merchandise display is yours 
absolutely free with 9 best-seller assortment. 
Slim compact styling! Magnificent genuine 

—, * oe | Walnut sides. Pilfer-proof too! Plexi-glass 
a ee | front, and rear lock and key. Place this sales 
y Piedne 5798 | | \ | producing merchandise display on your 

Ade tame eo | <a | counter and let it go to work for you. 














You get one free with every order of the 
following best-seller Toshiba assortment. 


MODEL 7TP30: 7 transistor miniature portable — List 39.95 
MODEL 6TP385: 6 transistor with external 

telescoping antenna List 34.95 
MODEL 6TP394: 6 transistor miniature portable List 29.95 
MODEL 6TP309A: 6 transistor shirt-pocket 

portable List 29.95 
MODEL STM40: 9 transistor with microphone 

that receives and broadcasts List 59.95 
MODEL 6TP-314A: 6 transistor shirt-pocket 

portable List 33.95 
MODEL 7TP303: 7 transistor shirt-pocket 

portable List 39.95 
MODEL 8TM294B: 8 transistor deluxe model List 44.96 
MODEL 7TP352S: 7 transistor 2-band AM-short- 

wave, shirt-pocket portable List 54.95 





All Complete with Batteries, Earphone 
and Leather Carrying Case 


Only Toshiba Has It! 


AC CONVERTERS 


TRANSISTOR RADIOS Answers consumer demand ... steps up unit 
of sale...increases profits. Designed to 
fit into battery compartment of models 


' y fey ' 8TM294B, 9TM40 and is standard equipment 
for the Quali ly OOTEa TOTES with speaker sain sian a 3WX of 3-way 


ensemble. 


Get In Touch with Your Toshiba Distributor and Arrange to Have this Powerful 
Sales Producing Merchandising Display Go to Work for You 


Write today for complete information and descriptive literature. Dept. JCK-4 


Exclusive U.S. Representative for Toshiba Transistor Radios 


TRANSISTOR WORLD CORP. 52 BROADWAY, NEW YORK 4, N. Y. 
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ture of American family life. 

The husband is a prosperous fellow. 
With $1.000 to 
$1,300 a carat, he is probably a 


diamond prices 
starter millionnaire with none of the 
nasty problems of a multi... . He has 


a clear conscience or he would have 


bought it bigger. He likes his wife or 


he would have bought it smaller. 
She is a relaxed character or she 
would have needled him into at least 
15 carats worth of glitter. She is 
good looking and clothes conscious 


or she wouldn’t have wanted the 


ring at all... .” 

Lest possessors of over-l0 carat 
stones feel miffed, Miss Sheppard 
attributes to the president of a Fifth 
Avenue jewelry store the reassuring 
after dark, 30 


carats and over are perfectly per- 


statement that 
missible.” 
This matter-of-fact bit 


S' RPRISE ! 
of prose came to light (accord- 


ing to the Denver Post) in the want 


ads of a suburban Denver weekly. 
“Joe W. get in touch with me at 

once. Bring three rings — engage- 

ment, wedding and teething. Have 


news for you. Helen.” 


_ "EM TICKING: One of the 

watch companies did some crys- 

tal ball gazing recently and came up 

with a prognostication spelling good 
news for watchmakers. 

The firm estimates that jewelers 

will perform about 50 million watch 


repair jobs in L961. 


— TO NATURE: An Italian law 

graduate turned marine biolo- 
gist is trying to bring India back to 
prominence as a source of pearls- 
natural pearls. 

At the invitation of the Govern- 
ment of India, Dr. Francesco Baschi- 
eri-Salvadori is exploring the Manaar 
pearl beds where the number of pear! 
oysters is increasing. 


Demand for natural pearls for 
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“Confound it, Kelly! When a customer asks 
the difference between our $550 rings and our 


$1500, don’t say $950!” 
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their color rather than their size is 
rising, and the Italian diver thinks 
Indians can make a real comeback as 
pearl merchants. 

The Indian 
eclipsed 100 years ago when the cul- 
tured pearl trade developed. 


were 


pearl beds 


| Sa AN ILL WIND: On Jan. 8, Under- 
wood’s, jewelers of Fayetteville, 
Ark., were burglarized. 
Days later the store ran an ad 


bearing the headline (which had ap- 
peared Jan. 9 in The Northwest 


Arkansas Times), “Jewelry Store 
Burglarized.” 

The ad explained: “Though we 
wouldn't recommend the culprits as 
authorities, they apparently recog- 
nized our firm as the place to obtain 
merchandise of the highest quality. 

“We would like to recommend our 
store to everyone for the same rea- 
son, though we suggest they come in 
the front door during regular hours. 
That way a Registered Jeweler will 
be there to assist them in their selec- 
tions and though the merchan- 
dise wont necessarily be a ‘steal,’ 
they Il be sure they have received the 


most value for their money.” 


gah A Wisconsin radiologist 

spends his spare moments mak- 
ing what he claims is “the world’s 
sickest looking jewelry.” 

We won't challenge him. 

Dr. Robert G. Zach has, thanks to 
his occupation, an excellent concep- 
tion of what people’s insides look like 
on X-ray film. 

He translates that knowledge into 
realistic biological bricabrac such as 
tie clips sporting artificial eyes. For 
the successful businessman, Dr. Zach 
offers a money clip in dollar sign de- 
sign with a decorative panel show- 
ing an ulcerated duodenum. 


Well... 





by Bernard N. Burnstine 


Recent Internal Revenue rulings have 
changed the tax status of some jewelry 
items and services. Here is an authori- 


tative explanation of the new regulations 


A Jeweler’s Guide 


Bernard N. Burnstine has been a student of 
Federal excise taxes for nearly 20 years. During 
much of that time he was, as it were, the jewelry 
industry’s Washington Ambassador to the Inter- 
nal Revenue Bureau. 

There, as spokesman for the jewelry trade, 
he explained jewelers’ viewpoints to tax officials 
and obtained several rulings which benefited the 
nation’s jewelers. He also served the industry 
as an answer man for excise tax problems. 

Burnstine was a member of a sub-committee 
which the Jewelers Vigilance Committee organ- 
ized in the early Nineteen Forties, and of the 
Retail Jewelers Taz which was 
formed a decade later. Between 1955 and Nov. 
1, 1960, he was executive vice chairman of the 
Jewelry Industry Tax Committee. 


Committee 


® THE INTERNAL REVENUE SERVICE has recently 
amended its regulations covering the Federal 
retail excise tax on jewelry. The new regulations 
incorporate provisions of the Excise Tax Techni- 
cal Changes Act passed in the last Congress and 
many ruling positions of the Service, published 


s article is the genera! copyriaht on the 194) 
roduct 
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and unpublished. However, the new regulations 
do not include many rulings now in effect. 

To comply with the tax laws, a_ thorough 
knowledge the new regulations and more 
detailed record-keeping of and services 
may be required to avoid possible deficiency tax 
assessments, interest and penalties, or to avoid 
possible overpayment of the tax. 

The new regulations add to, amend, or super- 
sede sections of Regulations 51 as amended and 
printed in 1956. (Regulations 51, a pamphlet 
covering retail excise tax regulations, prepared 
for Internal Revenue Service personnel and the 
tax paying public, is presently out of print and 
unobtainable. ) 


ot 


sales 


Closer Tax Scrutiny Likely 

Auditing of an increased number of tax re- 
turns with emphasis on excise tax collections is 
in prospect for 1961. IRS auditors have been re- 
ceiving special instructions on the technicalities 
of the excise tax. You can expect much closer 
inspection of your sales and service records in 
the future. 

In special instances the new regulations may 
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need further formal clarification, by Service rul- 
ings, as problems arise. In any particular case, 
where the applicability of the tax is in doubt, re- 
quest for a ruling can be made by you direct to the 
Internal Revenue Service. Frequently, technical- 
ities are involved in these requests and you may 
want to have them handled by your accountant 
or lawyer, or through the Jewelry Industry Tax 
Committee. 

If you do have a problem regarding the excise 
tax, of whatever nature, ask for a ruling prompt- 
ly; do not wait until you are on audit. The In- 
ternal Revenue Service will not rule on your 
request while an audit is in process. The auditor 
may request a ruling on a controversial point 
but he is not required to do so and can rely 
on his individual interpretation of the regu- 


to Excise Taxes 


lations. Of course, following the audit you have 
the right of appeal to higher authorities. 


Sales to Gem Hobbyists 

The Technical Changes Act and, as a conse- 
quence, the Internal Revenue Service regulations, 
list individually all stones subject to the excise 
tax. This list was made to clarify the tax status 
of certain precious and semi-precious stones, 
particularly those sold in a rough or natural 
state to amateur lapidarists and hobbyists. The 
listed stones, by whatever name called, whether 
real or synthetic, cut, polished, rough or in 
their natural state, are taxable. Included are 
synthetic corundum and spinel, produced in va- 
rious colors and sold under the usual birthstone 
names. 

Many of the stones which are listed in the box 
at the right are known under other common 
names, such as almandine, olivine, rubellite, etc., 
and are taxable. 

Imitation and unlisted stones are not taxable, 
whether cut, polished, rough, or in their nat- 
ural state, unless they are incorporated in a 
taxable article. This principally affects sales to 
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amateur lapidarists, hobbyists and “do-it-your- 
self” purchasers who collect, cut or incorporate 
them in mountings. However, mountings for 
such purposes if they are otherwise complete and 
suitable for use as articles of jewelry or are 
made of, or ornamented with, precious metal 
or imitations of precious metal are taxable. 
If unlisted or imitation stones are incorporated 
in an article not otherwise subject to tax, that 
article is not made taxable by ornamentation 
with such stones. For example: You can set 
rhinestones in a non-precious metal picture frame 
without making the frame taxable. However, it 
should be remembered that the value of such 
non-taxable stones can not be deducted from 
the tax base on otherwise taxable articles. 
You can sell an unlisted or imitation stone 


What retail jewelry items 
are taxable, what 

are not; with handy 
tables you can use for 
quick reference 


Taxable Stones 
The following official list of stones (whether 
real or synthetic and by whatever name they 
may be called) is taxable when sold at retail: 


Amber 

Beryl of the following types: aquamarine, em- 
erald, golden beryl, heliodor, morganite 

Chrysoberl of the following types: alexandrite, 
cat’s eye, chrysolite 

Corundum of the following types: ruby, sapphire 

Diamond 

Feldspar of the following type: moonstone 

Garnet 

Jadeite (jade) 

Jet 


Lapis lazuli 

Nephrite (jade) 

Opal 

Pearls (natural and cultured) 

Peridot 

Quartz of the following types: Amethyst, blood- 
stone, citrine, moss agate, onyx, sardonyx, 
tiger-eye 

Spinel 

Topaz 

Tourmaline 

Turquoise 

Zircon 
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ITEMS COVERED BY THE 10% FEDERAL EXCISE TAX 


There is no official list, either by law or Internal Revenue Service regulation or ruling, of articles subject to the Fed- 
eral Retail Excise Tax on Jewelry. As a guide to assist you in determining the tax status of various articles that you may 
sell at retail the following lists of taxable and non-taxable articles have been compiled. While these lists are not official, 
every effort has been made to see that they are as authoritative and complete as possible. Certain non-jewelry articles fre- 
quently sold in jewelry stores and subject to the luggage tax have been incorporated. These have been taken from the 


IRS official taxable luggage list. 


Ankiets. 

Antique jewelry. 

Articles commonly or commercially 
known as jewelry, whether real or 
imitation. 

Articles made of, ornamented of fitted 
with precious metals or imitations 
thereof. 

Ash trays *. 

Athletic Awards — Medals, 
7", 


trophies, 


Bar pins. 
Barrettes, * 
stones. 
Beads if strung ready for use as an 
article of jewelry, or unstrung if a 

listed stone. 

Belts, belt buckles +, precious metal, or 
if ornamented with listed stones. 

Billfolds. 

Binoculars. 

Book ends *. 

Boxes * or if sold with, and as a con- 
tainer for, a taxable article. 

Bracelets. 

Brooches. 

Buckles *. 

Buttons +, precious metal, or if orna- 
mented with listed stones. 


or ornamented with listed 


Cameo jewelry. 

Candle snuffers *. 

Canes *. 

Card and pass cases. 

Carving sets if silver, sterling, gold or 
gold-plated. 

Cases * or if sold with and as a con- 
tainer for a taxable article. 

Chains, neck. 

Charms. 

Chests * or if sold with and as a con- 
tainer for a taxable article. 

China *. 

Chronometers. 

Cigar cases *. 

Cigarette cases *. 

Cigar holders *. 

Cigarette holders *. 

Clasps and catches *. 

Class rings ***. 

Clips. 

Clocks. 

Clock cases. 

Clock movements. 

Coasters *. 

Cocktail picks *. 

Coin bezels or holders. 


separately and, on the order of your customer, 
mount it in an article of jewelry. In such cases 
the tax would apply only to the price of the 
mounting. As an example, you can sell a syn- 
thetic rutile, mount it in a ring on your cus- 
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TAXABLE ARTICLES 


Combs and other toilet articles *. 

Compacts * or ornamented with listed 
stones. 

Containers * or if sold with and for a 
taxable article. 

Coral jewelry. 

Costume jewelry. 

Crosses. 

Crowns and tiaras. 

Crystal ware, plates, tumblers, etc. *. 

Cuff buttons and links. 


Desk sets *. 
Dresser sets and individual pieces *. 
Dressing cases. 


Earring guards *. 

Emblem rings. 

Emblem buttons and pins *. 

Engraving when included in the price 
of a taxable article. 

Eyeglass cases *. 


Field glasses. 

Findings *. 

Flatware, silver, sterling, gold or gold- 
plated. 

Frames for pictures and photos *. 

Fraternal jewelry *. 


Garment bags designed for use by 
travelers. 

Garter buckles *. 

Gavels *. 

Glassware *. 

Gold coins mounted. 

Gold deposit ware *. 

Hair ornaments * or ornamented with 
listed stones. 

Hat pins * or ornamented with listed 
stones. 

Hollowware, silver, sterling, silver- 
plated, gold or gold-plated. 


identification bracelets. 

identification tags, except non-precious 
metal medical tags. 

Ivory jewelry. 


Jewel boxes *. 

Jewelry mountings *. 

Jewelry repairs when taxable articles 
are furnished and included in the 
price. When labor charges are 
priced separately, tax applies only 
to price charged for such articles. 


tomer’s order, 


Keys, fraternal or honorary *. 
Keys, door, etc. *. 

Key cases and containers. 
Key chains *. 


Lavalliers. 

Lighters, pocket and table *. 
Lockets. 

Lorgnettes. 

Luggage. 


Makeup boxes. 

Manicure set cases. 

Manicure instruments *. 

Marcasite jewelry. 

Marine glasses. 

Memorandum pad cases, suitable for 
use as card or pass cases, billfolds, 
purses or wallets. 

Mesh bags. 

Mountings *. 

Money clips *. 

Mother-of-pearl jewelry. 


Necklaces. 
Opera glasses. 


Pencils *. 

Pendants. 

Pens *. 

Perfume bottles *. 

Picture or photo frames *. 

Pill boxes * or ornamented with listed 
stones. 

Pipes, smokers’ **. 

Pocketbooks. 

Pocket knives *. 

Pottery *. 

Purses and handbags. 


Rings. 
Ring guards *. 


Shoe buckles +, precious metal, or if 
ornamented with listed stones. 

Silver deposit ware *. 

Star of David bracelets, necklaces and 


pins. 
Stones (see list on page 87). 
Studs. 

Suitcases. 


Thimbles *. 
Tiaras and crowns. 
Tie bars. 

Tie cases. 


stating separate prices for the 
stone, mounting and any labor charge. The tax 
would apply only to the price of the mounting. 
Listed stones used exclusively for industrial, 
scientific, or educational purposes or as a part 
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Tie tacks. 

Toilet kits and cases. 
Tooth picks *. 
Traveling bags. 
Trophies *, ***. 


Umbrellas *. 


Athletic awards, non-precious metal 
medals, trophies, etc. 

Articles, such as photo frames, ash 
trays, etc., made of, ornamented, 
mounted or fitted with ‘‘nickel sil- 
ver,”’ “‘German silver’ or other base 
metals. 


Beads if not a listed stone or strung 
ready for use as an article of jewelry. 


Belts +. 

Belt buckles 7. 

Bows for watches. 

Boxes, non-precious metal and not 
sold with and as a container for a 
taxable article. 

Buttons +f. 


Cameos, unmounted shell. 

Candle snuffers, non-precious metal. 

Carving sets, non-precious metal. 

Chests, non-precious metal and not 
sold with and as a container for 
a taxable article. 

Cocktail picks, non-precious metal. 

Coral, unmounted. 

Crowns for watches. 

Crucifixes. 

Crystal ware. 


Desk sets, non-precious metal. 

Dial refinishing. 

Dials for watches. 

Dresser sets and_ individual 
non-precious metal. 


pieces, 


* Taxable if made of, or ornamented, mounted or fitted with, precious metals or imitations thereof. 


Vanity cases * or when ornamented 
with listed stones. 


Walking sticks *. 
Wallets. 
Watches. 


NON-TAXABLE ARTICLES 


Engraving if not included in the price 
of a taxable article. 

Eyeglass cases, non-precious metal. 

Eyeglass frames. 


Findings, non-precious metal. 
Flatware, silver-plated or base metal. 


Gavels, non-precious metal. 
Gold coins, unmounted. 


Hematite. 
Hollowware, non-precious metal. 


identification tags, non-precious metal 
for medical use. 

Imitation and unlisted stones. 

Ivory. 


Jewelry repairs, including non-taxable 
articles furnished. 


Key chains, non-precious metal. 
Lighters, non-precious metal. 


Marine glasses ordinarily mounted on 
tripods or other bases. 

Mother-of-pearl. 

Manicure instruments, non-precious 
metal. 


Watch bracelets and attachments * or 
when ornamented with listed stones. 

Watch cases. 

Watch movements. 

Watch straps * or when ornamented 
with listed stones, or sold in com- 
bination with a watch. 


Marcasite, unmounted or used in re- 
pairs. 


Pencils, non-precious metal. 

Pens, non-precious metal. 

Picture or photo frames, non-precious 
metal. 

Pipes, Smokers’ **. 

Platings of silver, gold or platinum for 
repairs or refinishing. 


Rhinestones, loose or used in repairs. 
Rosaries. 
Rutile. 


Shoe buckles 7. 

Silver coins, unmounted. 

Stop watches, not capable of telling 
time of day. 

Stone cutting, polishing or repairing. 


Telescopes. 


Watches for the blind. 

Watch bracelets and attachments, non- 
precious metal and sold separately 
from the watch. 

Watch repairs. 

Watch straps, made of leather, fabric, 
or non-precious metal and sold sep- 
arately from watch. 


(The term ‘‘imita- 


tions thereof’’ means alloys of precious metals, and platings of precious metals and platings of alloys of precious 
metals providing such platings are one one-hundred thousandth of an inch or more in thickness.) 


** Fountain pens, mechanical pencils, and smokers’ pipes with a band or bands consisting of precious metals or imita- 
tions thereof and having a combined width of more than 3/8 of an inch or non-essential parts made of precious 
metals or imitations thereof are subject to tax. 


*** Retail sales when made to non-profit educational organizations for their exclusive use are exempt from the excise tax. 


+ Belt buckles, belts, buttons and shoe buckles made of imitations of precious metals (silver-plated, gold-plated, rolled 
gold plate, gold filled, etc.) or containing imitation or unlisted stones are in the nature of dress and shoe findings and 


are not taxable. 


of mechanical devices are exempt from tax. 
hardness testing 
points, bearings in a watch or instrument, cut- 
ting, abrasive or polishing materials, etc. When 


Examples of such use are: 


you make such sales at retail, you are required 
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to keep a record identifying the stones, the 
person to whom sold, the date of sale and the 
purpose for which the stones are to be used. 
In addition to the listed stones, the tax ap- 
(please turn to page 102) 
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by Dorothy Dignam 


a —e 
PA) Hye got 


a 


@® THE GREATEST DIAMOND “‘WHO-DUNNIT” of all 
time is the story of the vanished necklace made 
for Marie Antoinette. 

Whether the French Queen ever possessed the 
necklace, what became of it, who was innocent 
or guilty or lied his way out of the Bastille—all 
is still unresolved after 175 years of bitter con- 
troversy. 

Scores of books have been written about this 
famous article of jewelry and still they come. The 
latest is a fascinating yarn from Simon & Schus- 
ter called The Queen’s Necklace, by a Dallas 
woman named Frances Mossiker. Her first 
book, too. 
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Enter “the Plotters” 


The reader is left to solve the mystery of the 
necklace, but the well-laid plot of Linz Jewelers, 
in Dallas, to get publicity on their own diamonds 
in connection with the book, can be told right 
here and now. 

Carl Flaxman is president of Linz; Joseph S. 
Linz the vice-president. Joe Linz knew that Mrs. 
Mossiker, related to his mother’s family, was 
writing a book about Marie Antoinette. When 
the author came to the store and asked some 
questions about 18th Century diamonds, their 
cuts and value and so on, Joe Linz helped her 
and put her in touch with other sources of his- 
torical information. Even before Mr. Mossiker 
had a publisher, she had Joe Linz for counselor. In 
return for his help, the store had an inside track 
on the publicity tie-in. 

Linz doesn’t sell books but it does sell diamonds. 





What happened to Marie Antoinette’s necklace has been 


unsolved for 175 years. Now, an American jeweler 


turns that mystery into a successful publicity plot 


The officers felt that anyone reading The Queen's 
Necklace, or even a review about it in a Dallas 
paper, would be stimulated to new curiosity about 
diamonds. What did the necklace look like? No 
living person had seen it, of course. There was a 
photograph of a replica, however. Who had that 
replica? 
Mrs. Mossiker was making her third trip to 
Europe on research in the summer of 1960. She 
volunteered to go into Switzerland and look up 
a descendant of the ancient French court jeweler 
who was supposed to have a replica he had in- 
herited. Mrs. Mossiker found the jeweler in 
Geneva, but he would have no part in any “book 
promotion” in America. Meantime, however, Linz 
learned that a jewelry manufacturer in Paris had 
once made a French paste replica of the Marie 
Antoinette necklace for Claudette Colbert. She 
had the part of the Queen in a French movie called 
Versailles made in 1955. This jeweler was in- 
trigued with the idea of making another replica 
which would go to America. Linz had the cour- 
age to commission the order running into hun- 
dreds of dollars. 
Then the object came through Customs! In- 
Fit for a queen is this dazzling repro- spectors’ eyes nearly popped out of their heads. 
Se ae aninad uaadieaies eae The glittering mass filled a wooden box 18 inches 
turies ago. Photo above shows the un- square, contained 647 stones, and what was called 
mero ee eee pallens ey a “necklace” looked as though it would cover the 
entire front of the body. Moreover it tied on with 
ribbons, no clasps! It was sensational. 
Indeed, Linz had an object more sensational 
than any book about it. By arrangement with 
(please turn to page 110) 
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JC-K'S CONSUMER CREDIT CONSULTANT, 


BILL WAGNER, 


HOW CAN JEWELERS © 
IN ‘THIS AGE OF 


JC-K’s installment credit consultant, William 
Wagner, goes outside his usual bailiwick this 
month to touch on more general aspects of jewelry 
retailing. 

Here he fires some pertinent, straight-from-the- 
shoulder questions of interest to all jewelers at 
Isaac Benwitt, of Isaac Benwitt & Co., New York, 
certified public accountants and advisors to retail 
jewelers for many years. 

Mr. Benwitt comes back with some equally hard 
hitting answers. 


@ What must retail jewelers do to insure survival 
and a fair profit in this highly competitive era? 


A. Just as businesses generally are forced by 
changing conditions to produce more and better 
goods for less, retail jewelers should also become 
more efficient. To put it another way, they should 
improve and increase their productivity — sell 
more and better merchandise for less money per 
unit. 

Retail jewelers could and should do many things 
to safeguard their investments in the jewelry 
business. The most important is to reduce the per- 
centage of overhead to sales through more efficient 
operation. This would enable jewelers to give 
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their customers better merchandise values. The 
need for greater efficiency in the conduct of all 
business becomes more pronounced from year to 
year. Retail jewelers who have recognized this 
and acted accordingly have been meeting com- 
petition and are making a profit. 


Q. Now that you have stated the jeweler’s most 
pressing problem—increasing his productivity— 
how can he best accomplish this? 


A. He should make his own business competi- 
tive with other businesses that are bidding for 
the same consumer dollars. That means a jewelry 
store should be attractive, and the business should 
be conducted so that customers will be both pleased 
and satisfied. That will require quality merchan- 
dise, fair prices and adequate customer service. 
To elaborate a bit: 

1. A jewelry store should sell its goods and 
services at prices which the public will recognize 
and accept as competitively fair. The successful 
jeweler of today can not use pressure selling as 
a substitute for efficiency in operating. A jewel- 
er’s business practices should compare favorably 
with those of other businesses with which a 
jewelry store competes for consumer patronage. 
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GETS ANSWERS TO THIS QUESTION FROM ISAAC BENWITT: 


MAKE A FAIR PROFIT 
COMPETTTION ? 


2. Some kinds of retail business can reduce 
overhead by making cuts in customer services. 
But the jewelry business, in large measure, is a 
service undertaking, and that must be kept in 
mind, especially by those jewelers who may con- 
sider decreasing operating expenses by reducing 
and eliminating customer services. 

3. Quality of jewelry-store merchandise should 
be maintained. That means the cost of goods can- 





Leaders in the retail industry, at a recent 
convention of the National Retail Merchants 
Association, adopted a plan to guide depart- 
ment stores and specialty shops in “the pres- 
ent period of economic ferment.’’ The highspots 
of the approved program are as follows: 


1. Full speed ahead on capital expansion and 
modernization. 


2. Work with “opinion makers” to “spotlight 
positive elements in the economy and strengthen 
consumers’ confidence in it.’’ 


3. Continue promotion of credit. 
4. Augment values offered in stores. 


5. Accept the challenge of the times and 
search for new ideas in merchandise and cus- 
tomer service. 


The five points emphasized are closely re- 
lated to viewpoints expressed by Isaac Benwitt 
in the accompanying interview. 
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not always be a controlling factor in competing 
for the consumer public’s favor. 

These three points make it apparent that a re- 
tail jewelry business, to improve its bid for cus- 
tomers, should go farther than making cuts here 
and there in operating expenses. To succeed in an 
era of sharp competition like the present, it 
should become more productive in every sense. 

That can be accomplished only by selling mer- 
chandise of good quality at prices which will im- 
press the public enough to make it buy in greater 
quantity. 


Q. When you say that retail jewelry business 
should increase its sales volume and still add 
little or nothing to overhead, aren’t you, in fact, 
asking for a near-miracle? 


A. Better values in quality merchandise and 
adequate customer service, backed by the pres- 
tige of store reliability, may be expected to pro- 
duce a substantial increase in the quantity of 
goods sold. For example, if a jewelry store with 
sales of $100,000 a year were to make a special 
offering at prices that reflected a decrease of, say, 
20 per cent in markup, the additional sales gen- 
erated by the lower prices should result in a 

(please turn to page 132) 
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This is the first in a series of articles covering by Virginia Dixon 
the principles of window display. For many 

years, the author designed the show windows of 

Black, Starr & Gorham in New York. 


@ Window backgrounds are the “scenery” for é 
your window merchandising program. 

Although fine scenery never made a good play 
out of a bad one, an appropriate setting will make 
both play and merchandise appear to their best 
advantage. 

Old style window backgrounds of heavy archi- 
tectural design have been rapidly giving way in 
modern jewelry stores to simple, colorful, flexible 
units whose sole purpose is to enhance the good 
looks and buying appeal of the merchandise. 

The ultra modern open-front style of store 
design has found favor only in very modified 
form for the jewelry store. Jewelry merchandise .. . needs the right setting. 
is, on tke whole, too small in scale to hold its own 
against the busy background of the store itself, 
and most customers prefer a sense of privacy 
when shopping for such important items as en- 
gagement rings and wedding silver. The closed 
background, although requiring a permanent And avoid busy backgrounds 
form of construction, allows great flexibility in 
change of color, material and decorative motifs. that steal attention 
Some do’s and don’ts in planning your Spring 
window backgrounds are suggested*in the accom- 
panying sketches. a 


Avoid dull scenery. 


from the jeweiry 








Do: raise the floor level of a too-low window Don’t: display merchandise in a window out of 
to at least three to three and one half feet proportion to the size of the merchandise. Here, 
from sidewalk level for jewelry merchandise dis- small items are shown in a window that is much 
play and lower the window height with a false too large for them with the consequence that 
ceiling or valance to draw attention down to those pieces displayed on the window floor are 
the merchandise display. The design done on far below eye level and the elevations used to 
a panel which becomes a part of the background raise pieces nearer to a good viewing position 
makes the decoration an integral part of the are too large and ungainly for the items they 
display arrangement. The elevations are small, support. Picture hung against background ap- 
in proportion to the merchandise they support. pears unrelated to the rest of the window. 
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Don’t: install an expensive permanent 
background that does not lend itself 
to changes for varying seasons, mer- 
chandise and selling events. Back- 
grounds should not attract attention 
for their own sake, but should serve 
as a frame for the merchandise. On 
the other hand, they should not be so 
dull, uninteresting and unrelated to the 
merchandise display that they do 
not aid in drawing attention to the 
window as a whole. 


Do: allow for frequent change in back- 
ground material. This sketch indicates 
a center background panel which can 
be changed for a variety of decorative 
effects—posters, photo-muralis, paper 
sculpture, flower sprays, and so forth— 
with softly draped curtains on either 
side which can be changed from sea- 
son to season (or from week to week 
if desired) to color and fabric in har- 
mony with the window theme. 


Don't: allow a background arrangement 
to become so busy that it draws atten- 
tion away from the merchandise dis- 
play. The stained glass window panel, 
the wedding bells, the wedding bouquet 
and the branch of spring blossoms are 
too many items for one display. One 
or two motifs, or one, repeated, is 
much better than a number of un- 
related themes. Also, in such a deep 
window, some merchandise is too far 
away for good viewing and the straight 
step elevation arrangement is monot- 
onous and uninteresting. 


Do: make better use of deep window 
space by installing a false background, 
a foot or so in front of the permanent 
background, to frame several small 
shadow boxes which will spotlight indi- 
vidual groupings of merchandise. The 
three groups of step elevations in the 
foreground are more stimulating to the 
eye than the straight steps. Decora- 
tive bells are hung in each shadow 
box to suggest the window theme with- 
out being overpowering. 




















THE 


by Dr. Frederick H. Pough 
Gemological Consultant to JC-K 


TREASURE 


IN 


ROOM 9! 


Gems of many hues, assembled a century ago, are still a 
Stand - out exhibit at London’s Victoria and Albert Museum 


® THE GEMOLOGICALLY-MINDED visitor to London 
has a further museum treat in store, after he 
has seen all the regular sights in their expected 
haunts. There is still another museum that will 
prove most rewarding, the Victoria and Albert, 
London’s counterpart to New York’s Metropoli- 
tan Museum. 

The Victoria and Albert is an immense build- 
ing on the corner of Cromwell and Exhibition 
Roads, in the Kensington (S.W. 7) section of 
London. It is just across the street from the 
British Museum (Natural History) and from 
the Geological Museum. So its collections are 
convenient for the visitor who has found the way 
to the others, inadvisable as it would be for him 
to attempt to digest so rich a meal in a single 
session. 

Hidden away in Room 91, the jeweler will 
find an unique collection of ancient and modern 
jewels, and a truly remarkable collection of 
unmounted stones. 

The loose gem display is  inconspicuously 
mounted on a wall in a corner. It was bequeathed 
to the museum in 1869 by the Rev. Chauncy 
Townshend. Mr. Townshend knew his stones and 
must have had some private income, for he did 
very well in assembling his collection. Many 
of the stones were derived from an earlier col- 
lection formed by H. P. Hope, a name with 
which most Americans are familiar, if they have 
recently been to Washington to see our U.S. 
National Museum. Eleven additional stones were 
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added in 1913 by Sir Arthur Church from his 
own collection. One has no trouble picking these 
out, for some are newer and rarer stones, while 
others, like black opals, are stones that really 
entered the trade only after 1869. 


Fancy-Hued Diamonds 

This whole important panel covers less than 
a square yard of the wall. The uppermost of 
its eight rows starts off with diamonds, and 
we see a green brilliant of 1 carat, followed by 
a light green oval of about 2 carats. Next come 
a 6-carat canary, a 6-carat blue oval, a 6-carat 
white (nothing like having a uniform collection) 
and a 1l-carat black. The next is small, only 60 
points, but it is deep rose in hue, followed by a 
6-carat greenish stone. This colored diamond 
series, because of its age, must principally rep- 
resent India and Brazil. 

It is a very important set of stones because 
it can safely be used for color standards in 
natural stones, for we know that hues of any- 
thing of this age must be natural. It is inter- 
esting to note, however, that the 6-carat steely 
blue stone is about the only one that cannot be 
duplicated in treated stones, except that, so far, 
no rose-colored stone has yet been as big as even 
those 60 points. 

The sapphire series comes next, with a white 
(Church, 1913 and possibly synthetic) sapphire 
right next to our last diamond. Next come a 

(please turn to page 106) 
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THIS 
INFORMATIVE 
DIAMOND 
BOOK LET 


promotes your diamonds, helps you make sales 


Order a supply now... 


for mailing...for counter giveaways 


31 pages of fascinating, informative reading. 
“The Day You Buy a Diamond” tells the story 
of the diamond’s origin and significance, gives 
important pointers on choosing a diamond. 


Directed particularly to young people about 
to buy an engagement diamond, it helps you 
promote your diamonds continuously in this 
ever-changing market. Jewelers say it’s one of 
the best selling aids they've ever used. 


Order an ample supply and keep this booklet 
working for you. Use it for bill enclosures. Have 
stacks on your counters for prospective cus- 
tomers. Plan special mailings to young people 
... high school and college seniors and club 
groups, for instance. 


Cost is $7 per hundred. For your imprint. 
add $3.50 for first hundred and $1.25 for each 
additional hundred. Order from Diamond Pro- 
motion Dept., The Reuben H. Donnelley Corp., 
230 East Sandford Blvd., Mt. Vernon, N. Y. 
Please enclose check or money order. If your 
store is in New York City, add 3% sales tax. 


Tie in with the National Diamond Promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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Swooping feathers of platinum set 
with diamonds highlight a_ proud 
golden rooster, which boasts further 
decoration of cabochon rubies. Below 
the rooster is a yellow gold clip with 
stylized knot effect, set with sapphires, 
rubies and round diamonds. Yellow 
gold lattice-work clip features a cen- 
ter cluster of diamonds entwined with 
golden rope. These designs are part 
of a continuing series of contempo- 
rary ideas in custom jewelry from 


JC-K’s Creative Designer’s Panel. 
(For background of Marianne Ostier, 
this month’s designer, see page 104.) 


BY MARIANNE OSTIER 
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‘there’s 
more 


4 beauty 
on the 


ach today 


For sure, it was there before but the 
standards of the time kept it well hidden. 
Today, this beauty is in the open for every- 
one to enjoy. There’s more beauty 


ern techniques 
ave brought th 


es 


emplified in Baumg 
Light and Jager Blue 
PACING THE PROGRESS OF THE 





lf your story 
has news value, 
you don't 

need to be a 
professional to 
get it into 


your local paper 


® SOME PUBLIC RELATIONS ORGANIZATIONS collect 
extravagant fees from naive businessmen by con- 
vincing them that writing a publicity release is 
a complicated and mysterious matter that the lay- 
man cannot tackle with any hope of success. 

This simply is not so. If you own or can borrow 
a typewriter, are able to write reasonably correct 
English, and have average common sense, you can 
write publicity releases for your local newspaper 
that will stand a good chance of being printed. 

Local news is the foundation of any small to 
medium-size newspaper. And since most local 


by Paul Lockwood 


news is far from breath-taking, don’t think your 
jewelry store has to be burgled before you can get 
a mention in the editorial columns of your news- 
paper. 

If you go to a convention, speak at a service 
club, remodel your store, expand some depart- 
ment, promote an employee to a position of re- 
sponsibility, this is news your local paper will 
print if it is well written, as short as possible, 
and factually accurate. Local names make local 
news, yours as well as the next man’s. 

Newspapermen, like public relations specialists, 
sometimes enjoy stunning the layman with im- 
pressive-sounding jargon. But the basics of a good 
news story are transparently simple, and you can 
master them sufficiently to get by. 


The News Lead 


Since editors cut copy to fit from the bottom up, 
the guts of your story should be in the first few 
paragraphs. Many editors only read the first two 
or three sentences, the so-called “‘lead” of a story, 
to see if it has news value. Therefore when you 
write a publicity story, get to the most important 
facts first. A typical lead on a local news story 
would be: 

“Michael Finn, owner of Finn’s Jewelry Store, 


14 Brown Street, will speak on the evolution of 
(please turn to page 114) 
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you can 


a 
DIAMOND 
SALESMAN 


...we teach you how! 


Learn at home NEWEST methods 
of effective diamond buying, 
-4@-lella)-arclale mts) ©) elesli-jial-# 


MORE SALES—BIGGER SALES Whether you are an experienced 
jeweler, new store owner or jewelry salesman, in a few short months 
you can be stimulating more interest in diamonds, closing more sales, 
and making bigger profits. We teach you the latest methods, proce- 
dures and ideas in handling, promoting and selling beautiful high- 
profit merchandise. Our professional home study course brings the 
experienced jeweler up-to-date — starts the beginner right. 


BETTER BUYING We show you how to buy gems for profitable resale 
in your type of store. You will learn the processing of diamonds, their 
key properties and pricing of both rough and cut stones. We teach 
you the importance of the diamond market, price controls and the 
effect of the cutter’s policies on price. Plus many other vital and 
interesting facts on profitable buying. 


ACCURATE APPRAISING —USING REAL DIAMONDS Our unique 
home-study course features practical experience in diamond grading 
and appraising, using actual gems supplied by us. You will learn how 
to establish a profitable sales building appraisal service. We teach 
you how to detect substitute stones, treated diamonds, etc. 


ADD REAL ENJOYMENT TO YOUR WORK As you broaden your 
knowledge of diamonds and other gems, achieving acccuracy in grad- 
ing and appraising, you will add to the dollar-and-cents value of your 
GIA training the satisfaction of knowing that you are increasing your 
own knowledge and independence on a sound professional basis. 


GAIN CONFIDENCE IN OVER-THE-COUNTER SALES When you 
have become a fully trained recognized diamond man you can render 
a truly professional service to customers. You will find new confidence 
in dealing with people in this fascinating world of precious gems. 


HOME STUDY IS IDEAL FOR JEWELERS Few progressive and active 
owners, managers or salesmen have the time to leave their businesses 
and responsibilities to attend classes for the months needed to keep 
up-to-date with this vital new training. That is why GIA offers the 
Same practical comprehensive instruction, as in our resident courses 
—to be completed at home without interrupting your other work. The 
instructional material consists of illustrated assignments supple- 
mented with diamonds, colored stones, price charts, color plates, 
tables and other study aids. Your progress is checked every step of 
the way with questionnaires and examinations —designed to help us 
teach you better and to make sure you understand every lesson. 


Write TODAY for complete infor- 


mation on GIA courses and FREE color 


plate showing 30 gems in full color. 


Gemotocicat Institute of AAMERICA 


11940 San Vicente Bivd. - Dept. C-41 
Los Angeles 49, California 
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EASY-TO-UNDERSTAND ASSIGNMENTS 


Each lesson in your GIA course 
features easy-to-understand 
instructions, illustrations, and 
other interesting study aids. 
Your training starts with indi- 
vidual attention and this per- 
sonal help continues through- 
out your course. 


WE TEACH YOU QUICKLY AND EASILY You learn 
at your own pace—in your spare time. If you can 
complete just a single lesson each week, you will 
have completed your diamond course in only 44 
weeks. Most students, however, complete at least 2 
of these fascinating and practical lessons weekly. 


YOU GAIN NEW PRESTIGE Your G.1.A. training and 
the recognition that results from it will increase the 
public’s respect and confidence in you and your firm. 


TYPICAL COMMENTS FROM SUCCESSFUL JEWELERS 

who have won G.I.A. Diplomas... 

“especially in buying, the course has saved me as 
much as it has cost” H.H.P. 

“helped me make diamond sales” J.0.B. 

‘‘a substantial increase in profits’ D.E.M. 

“G.LA. has meant extra sales, new prestige” C.B.T. 
“much easier to make an important sale” T.A.C. 

“up to date, practical, clearly expressed — expertly 
trained instructors” G.R.A. 

“my stepping stone to opportunity” L.D. 

“G.1.A. put our 40 year-old firm back in the diamond 
business” N.S. 

“increased my income 50%” G.H.S. 


Gemological Institute of America 


11940 San Vicente Blivd., Los Angeles 49, Calif. Dept. C-41 


Please send free and without obligation full infor- 
mation on your G.I.A. home study courses PLUS 


gem color plate. 
NAME _— 


ADDRESS —— 


CITY- aia oo Sate 





EXCISE TAX ... 


(continued from page 89) 


plies to all articles commonly or commercially 
known as jewelry regardless of the substance 
of which they are made, whether precious metal, 
base metal, wood, pottery, etc. Additionally, the 
jewelry tax applies to all articles made of, or 
ornamented, mounted or fitted with precious 
metals or imitations of precious metals. 

The term “precious metals” includes platinum, 
gold, silver, and other metals of similar or 
metals” is defined by the Internal Revenue Serv- 
greater value. The term “imitation precious 
ice for purposes of the administration of the tax 
laws as: alloys of precious metal, platings of 
precious metals and platings of precious metal 
alloys provided such platings are one one-hun- 
dred thousandth of an inch or more in thickness. 

Frequently, in the past the term “imitations of 
precious metals” created some doubt as to just 
what it covered. The above administrative defini- 
tion relating it to platings and alloys will cer- 
tainly be helpful. 

If there is any doubt in your mind regarding 
the tax status of china, pottery, glassware or 
other articles generally not taxable, ornamented 
with precious metals, your supplier can furnish 
you with a written statement of its tax status. 
Questions have been raised in the past on the 
tax of old or antique china, etc., that seems to 
have a heavy applique or plating of precious 
metal. In such cases the exact thickness of pre- 
cious metal is impossible to determine without 
damage to the article. It would seem safer in 
such instances to collect and pay the tax. 

A very thin plating that is frequently referred 
to as a “flashing” that gives only color to an 
otherwise untaxable article does not make it 
taxable, but the smallest amount of precious 
metal or precious metal alloy affixed in orna- 
mentation of an otherwise non-taxable article 
makes it subject to the tax. 


Watches and Clocks 

The definition of taxable watches and clocks 
in the new regulations has been made a little 
more precise. The tax applies to all watches and 
clocks, watch and clock movements, and watch 
and clock cases whether they are new, second- 
hand, or antique, whether or not they are in 
working condition. Also, whether they are op- 
erated by springs, weights or electrical energy. 
Stop watches or other instruments that give 
only elapsed time and do not indicate the time 
are not subject to tax. Watches especially de- 
signed for the blind are not taxable. 


102 


Clocks, watches, and cases and movements 
which are a part of a control or regulatory de- 
vice are not taxable. For example: a clock therm- 
ostat. 


Combination Articles 

Combination articles, such as_ clock-radios, 
clock-lamps, etc., have had the applicable retail 
tax paid by the manufacturer before sale to you. 
As a retailer your only concern with combina- 
tion articles is when they are manufactured or 
combined by you. If you add a clock or a watch 
to an otherwise untaxable article the retail price 
of the clock or watch must be reported separately 
when sold by you and the applicable tax paid. The 
fact that such a combination contains a taxable 
part does not make the whole article taxable. 


Flatware and Hollowware 

Silver-plated, stainless steel and base metal 
flatware is not subject to the tax. Sterling, gold 
and gold-plated flatware is taxable. Sterling, sil- 
ver-plated gold and gold-plated hollowware is 
taxable. The terms “flatware” and “hollowware” 
cover such articles commonly or commercially 
known or sold in the trade as such. 


Optical Instruments 

Opera glasses, lorgnettes, marine glasses and 
binoculars are subject to the excise tax. Optical 
instruments which by reason of their size or 
weight are ordinarily mounted upon tripods or 
other bases, and telescopes and sextants are not 
taxable. Non-taxable telescopes include telescopic 
sights for rifles and spotting scopes for target 
use. 


Religious Articles 

Articles used for religious purposes are not tax- 
able. These include rosaries, crucifixes, chalices, 
etc. Other articles, such as pins and buttons, etc., 
which have religious symbols such as the cross 
and crown, used by a religious organization as 
an award in connection with a religious program 
are not taxable. Articles not intended solely for 
religious use such as candlesticks, vases, etc., 
when used by a religious organization for re- 
ligious use are not taxable, but you must have 
a statement from the organization certifying 
their religious use. 

Many articles purchased by religious organ- 
izations are not tax exempt. For example: a 
watch purchased for a member of the clergy, 
a silver or silver-plated tea or coffee service for 
use of church groups, or awards or prizes that 
have no religious significance although possibly 
given for religious endeavor or activity. 

Fountain pens, mechanical pencils, smokers’ 
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. toy YOU 


Around the clock, the Winston 
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your behalf. 





Our new building, specifically 
designed to provide bigger and 
better facilities, is now serving the 


growing needs of our Customers. 


More and more volume loose diamond 
buyers are looking to Harry Winston, 
Inc. for their diamonds, because... 


ONLY HARRY WINSTON, Ive. 
OFFERS YOU..... 


See The world’s largest diamond inventory 
? . . a a | | — 
of sizes, cuts, colors and EXCLUSIVE 
OUALITIES. ? 


» Diamonds that are cut and_ polished 
in our factories assuring you the most 
advantageous prices. 


AK Expert personnel to help YOU with 
™ YOUR diamond and merchandising 
problems. 


A call will bring you 
prompt — eye-opening — Action! 











Entrance for Loose Diamond Division—W. 56th St. 
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718 FIFTH AVENUE, NEW YORK 18,N.Y. 
Circle 5-2000 
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pipes, cigar and cigarette holders are not subject 
to the tax when they are not made of, or orna- 
mented with precious metals or imitations of 
precious metals. On such non-taxable articles, 
narrow bands for reinforcing caps, clips, pen 
points and the tapered point for holding lead of 
a pencil can be made of or contain precious metal 
provided they are not for ornamental purposes 
and the combined width of reinforcing bands 
does not exceed 34 inch. 

A plaque containing precious metal or imi- 
tations of precious metal, attached to an other- 
wise untaxable desk pen set or other article, 
makes the whole subject to tax. However, if you 
sell an untaxable desk pen set, or other article, 
and then on special order affix a precious metal 
plaque only the retail price of the plaque is 
taxable if the price of the plaque is stated sep- 
arately. 


Repairs 

The new regulations on repairs will undoubted- 
ly cause you considerable difficulty in determin- 
ing the tax status of certain components used 
in repairs and resolving the proper proportion 
of the price attributable to such taxable com- 
ponents. 

The regulations require that you pay tax on 
all components used in repairs or remodeling 
that, under the law, if sold separately would be 
subject to tax. Such taxable components would 
include: setting boxes, heads, full shanks, safety 





The Woman Behind the Designs 


Marianne Ostier, newest member of the 
JC-K Creative Designer’s Panel, is known 
the world over for her imaginative jewel- 
ry creations. She is the only woman to 
have won, for three consecutive years, a 
Diamonds U. S. A. 
award for excellence 
in design. She has also 
won recognition for en- 
tries in the Diamonds 
International competi- 
tion. Born and edu- 
cated in Vienna, she 
married Court jeweler 
Oliver Ostier and began to devote her con- 
siderable artistic talent to jewelry design. 
Some of her most outstanding work was 
created for Queen Marie of Roumania, 
Queen Geraldine of Albania and other 
royalty of Europe and India. Mme. Ostier 
has not confined her activities to design. 
As a writer, she received acclaim for her 
1958 book, Jewels and the Woman. Some of 
her work is shown on page 98. 











chains, spring rings, etc., when made of, or 
containing precious metals or precious metal 
alloys or imitations of precious metals, and listed 
stones. The tax applies only to the retail price 
of such components when the prices of such 
articles are stated separately. However, if you 
combine the price of taxable articles, non-tax- 
able articles and labor in one price, the whole 
amount is considered to be the price of the taxable 
part and subject to tax. For example: you 
charge $5 for a full shank and $5 for labor; when 
stated separately only the $5 charged for the 
shank is taxable; but if you state the full price 
as a single charge the entire price is taxable. 

The tax does not apply where you furnish 
only labor, unfabricated metal, wire, solder, ete. 
Possibly a good rule of thumb for determining 
the tax status of articles other than listed stones 
used in repair or remodeling would be to con- 
sider any precious metal component that is usual- 
ly obtainable as a finding a taxable component 
and subject to a tax based on a proper retail 
price stated separately from the total price of 
the repair or remodeling job. This would apply 
whether you purchased the component as a find- 
ing or fashioned it yourself. 

It is important that your records of jewelry 
repairs be detailed and the components used 
itemized. As an example: if a job requires a 
shank repair, note whether it is an untaxable 
partial shank or a taxable full shank, a repointing 
of prongs or a new setting head or box, etc. In- 
ternal Revenue Service auditors can be expected 
to examine carefully all of your major jewelry 
repair records. If your records are complete and 
detailed it will eliminate possible tax assessment 
on repairs that may be questioned. 

If your repairs are handled by a trade shop, 
see that each job returned is properly itemized 
indicating whether components used are tax- 
able or not. If a trade shop charges you for a 
“shank” it will be taxable although it was possi- 
bly only a partial shank and not subject to tax. 
In such a case you would probably be assessed 
tax on the full price of the repair. Lack of vigi- 
lance in handling your repairs can be trouble- 
some and costly. 


Retail Price 

In determining the retail price, for tax pur- 
poses, for which an article is sold you must in- 
clude any charge for coverings and containers of 
whatever nature, and any charge incident to 
placing the article in condition ready for de- 
livery or shipment to your customer. This in- 
cludes charges for flannels, boxes, cases, gift 
wrapping, etc., when made at the time of or in- 
cident to the purchase of taxable articles. 9&8 
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THE FLOWER OF PRECIOUS JEWELRY 


Finest quality...exquisitely designed ...superlatively wrought 


Oscar Heyman & Brothers, 


642 Filth Avenue, New York 19, N. Y. 





THE TREASURE IN ROOM 91 
(continued from page 96) 


pale 12-carat star sapphire, an oval yellow sap- 
phire of about 12 carats, and a blue, approxi- 
mately Kashmir type, sapphire of 10 carats com- 
pletes the top row. Few of the visitors appre- 
ciate them, but that’s a row that the gemmolo- 
gist would almost find it worth visiting London 
just to see, for the fancy diamonds! 

The second row starts up again with sap- 
phires, but they are mainly stones of mediocre 
quality by today’s standards. There is another 
grayish star stone, then a facetted blue, another 
yellow, a purple, another white and a blue purple. 
The next is a 3-carat padparadscha, the rarest 
of all colors in sapphires, indeed in gemstones. 
Then there is a big flat blue star of about 20 
carats, another mauve, and then come four rubies 
to close the second row. 

Dropping down to the next row, we come to 
a pale star ruby, then a flat, 6-carat facetted 
stone, an unusual greenish star and finally an 
amethystine star, to end the sapphire series. 
The row is completed with the closely related 
gemstone spinel, of which there are four, a 
garnet red, a blue, a violet and a ruby red. None 
of these is notable for size or quality. 


The fourth row is the most remarkable of 
all for size and quality, and is all one mineral, 
topaz. This is what the jeweler calls precious 
topaz, and among public displays of topaz, only 
the American Museum, which is very proud of 
them, exhibits a better suite of stones. Here at 
the Victoria and Albert they are so casually 
displayed in the company of others of this early 
collection that the remarkable sequence of topaz 
is likely to be overlooked by the ordinary vis- 
itor as well as by jewelers. We start off with a 
60-odd carat rich brown stone that is about as 
good in quality as any topaz we are likely to 
see. Next comes a nearly unique rich purple-pink 
stone of some 20 carats that has no equal in 
any public collection. Then come a common blue 
oval of about the same weight; a slightly larger, 
perhaps 30-carat, yellow oval; a small white 
stone; an elongated 35-carat brown; an oval 
pink of about 8 carats; another remarkable red- 
purple of about 20 carats; a pale brown of 5 
carats, and a rich orange red of about 30 carats. 
It is an overwhelming display of a too-little ap- 
preciated gemstone, one that is commonly con- 
fused with an entirely different and very com- 
mon stone, citrine quartz. 

To give our minds a rest, the fifth row is 
unimpressive, made up of garnets of various 














Originally established 1866 


Kahn-« Jacobson , |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone ClIrcle 56-4313 
32/34 Holborn Viaduct, London 
Cable Address: “Redlace’’ New York 
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Toiling alone in the confines of his laboratory, the medieval alchemist—at times both sorcerer and 


scientist—strived to « hange base metals to gold From his experiments grew the science of chemistry 


(// ‘7... ; 
GOLD AND MAN COW (0 Viti, Senies 


[hough unable to convert base metals to sold, modern science has sreatly improved 
the effectiveness with which gold can be put to work. New metallurgical advances 
help the manufacturer make jewelry of exceptional beauty. Most significant is the 
development of the Karatclad heavy sold elec troplating process. This 

patented process adds the striking beauty and luxury of gold to modern fashion 
accessories. It provides a brilliant, never tarnishing finish throughout the life 

of the produc t. And with it goes the Karatclad tag—the customer's assurance 

of a minimum 100-millionths of an inch of line gold. Find out how you can 

prolit with Karatclad and the Karatclad emblem on your product. 


“Gold and Man” Great Artist Series original oil painting by Paul Lehr commis 
sioned by the Sel-Rex Corporation Lithographs on pare hment stock suitable for 
framing without advertising message may be obtained by writing to Sel-Rex Corpora 
tion, Nutley 10, New Jersey This scene and objets d'art illustrated are authentic 


and historic ally doc umented. 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World’s largesi selling precious metal plating processes 














The patented Karatclad Gold Electroplating Process is being used on more 
and more nationally advertised products to produce non-tarnishing, long 
wearing coatings of high-Karat gold. Name brand pens and pencils, rings, 
wrist watches, bracelets, necklaces, numerous fashion accessories, are now 
available finished with Karatclad. Insist on the Karatclad quality emblem 
—recognized the world over. It assures your customers of fine gold con- 
tent—qualifying for the quality mark Heavy Gold Electroplate (minimum 
00-millionths thickness) as defined by the Federal Trade Commission. 


Plan to participate in the great profit potential of this exciting scientific 


development—ask your wholesaler and manufacturing suppliers. y 


*Sel-Rex registered trademark for its patented 
Acid Gold Electropiating Process. 


SEL-REX CORPORATION 


NUTLEY 10, NEW JERSEY 
World’s largest selling precious metal plating processes 





types. While unspectacular by contrast, it ful- 
fills Mr. Townshend’s purpose of education for 
all shades and types represented, including de- 
mantoid and hessonite, but large garnets are 
likely to be dark and unimpressive, so one does 
not mind if the stones of this row are small. 
The sixth row picks up in quality and interest. 
After starting with a rock crystal, it switches 
to a peridot of moderate size, follows this with 
engraved peridot and then hits you with a large 
and beautifully facetted peridot. Quartz then 
begins again and completes the row with a se- 
lection from its numerous varieties. 

The next to last row contains a few more 
stones worthy of detailed examination. The 
emeralds are not tremendously valuable, but are 
representative; they include an engraved one, 
a square-facetted one, and an interesting cabo- 
chon with a “star” formed by radiating fissures. 
The beryl family is next represented by an 
enormous aquamarine of about 300 carats; a 
long, bluer one of about 35 carats; and a greenish 
oval of about 175 carats, a type that a later 
generation would have made bluer by heating. 
It closes the row with chrysoberyls, first two 
dark catseyes and finally a 60-carat large light 
vellow green “chrysolite.”’ 

In the final row we find a mixture of the less 
important stones and most of the 1913 additions. 
There are more catseyes, and zircons, opals, tur- 
quoise and tourmalines. There is a bit of polished 
lumachelle marble, there are pearls, and there is 
even an apophyllite crystal stuck, uncut, in a 
ring, next to a Lake Superior chlorastrolite. Odd 
and interesting stones, but hardly commercial. 


Gems of 1869 

This collection was made by a man who was 
moderately wealthy, and who had, moreover, 
more than a layman’s knowledge of stones. We 
can infer that Ceylon, Burma and Brazil were 
the major sources of supply in the years he was 
collecting before 1869. The paucity of tourma- 
lines, the fact that opals and spodumene had to 
come from a later donor, and the abundance of 
fine topaz all point to a few suppliers distributing 
standard and acceptable stones for the markets 
of that day. 

We know that tourmaline and beryl are com- 
panions in the Brazilian mines, but come from 
a different district from the topaz so we learn 
something about the progress of gem mining 
in that country. We can make a good guess that 
the source of the aquamarines is Russia, else 
there would have been more and better tourmal- 
ines. Incidentally, in this connection, it is note- 
worthy that Maine tourmalines, in the 1890’s 
were the first important tourmalines on the mar- 
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Elegant and graceful . 

A fine Linde Star 
Synthetic Sapphire 
set in a glittering cluste: 
of diamonds; mounted 
in delicate white gold 
An original creation trom 


Botell Ring Co., Inc., N.Y. 


— F 
Lis 
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‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 


bolulamiareieiiaics-wr-ldcme lala cciep 


CHARLES F. WINSON 
S80 FIFTH AVENUE, NEW YORK 36 


‘Linde’ is a registered trademark of Union Carbide Corp. 








Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Alsan Mfg. Co. 

Axel Bros., Ine. 

Beekerman & Lerner 

Belenky Bros., ine. 

Bickson, ine. 

M. Boner Company 

Botell Ring Co., Ine. 

J. L. Brandt Co. 

Bristol Seamless 
Ring Corp. 

Coronet Jewelers 

Davidson & Sons Jiry. Ce. 


ne. 
D'Esposite Bros. 
E 


S. Feinstein & Co. 
Flyer Brothers 
Harry & Ben Frackman, 


Gevertz & Co., Ine. 

H. Glaser Co. 

Goldstein-Gerson Co. 

Green & Co., Jirs., ine. 

Benjamin & Edward ) 
Gross Co., Ine 

Harry Guise, Ine. 

H. Hamburger Co., Ine 

Haven Ring Co 

Irvring Co. 

Kahn & Co 

Merris Kaplan and Sons 

Chartes Koppel Ring Ce. 

K. S. K. Jiry. Co., Ine. 

Mercury Ring Corp. 

Perkel & Klein, Ine. 

Aaron Perkis 

Samuel Platzer Co., 

S. & M. Jewelry Ce. 

David Sarkin, Ine 

William Schneider 

Schuman & Donchi, Ine 

Seltzer Bros 

Skalet Mfg. Co., Ine. 

Veteran Jewelers 

Wax & Skolnik, Ine. 

}. R. Wood & Sons, ine. 
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BUFFALO, N. Y. 


The Bock-Lewis Co. 
mM. A. Reich and " 
Star Ring Mfg. Co., tne. 


CHICAGO, ILL. 

Emil Braude & Sons 
Hart Ring Co., Ine. 
Hirsch and Oppenheimer 
A. Lewin & Co. 

Harry Rotter 

Fred Seltzer Co., Ine. 
Stein & Ellhogen Co. 


INDIANAPOLIS, IND. 
Goodman and Company 


MIAMI. FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS, MINN. 


Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO 
Kinsley & Sons, tne 


OHIO 


Fratianne Mfg. Co. 

1. B. Goodman Mfg. Ce. 
Ine. 

Swirsky Bros., Ine. 

The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. }. 
Dolan & Bullock Co., Ine 


NEW JERSEY 

Acme Ring Mfg. Co., Ine 
Church & Company 

F. & F. Felger, tne. 
Jabel Ring Mfg. Co., Ine 
Jones & Woodland Ce.. Ine 
Larter & Sens, Ine. 


CHATTANOOGA, TENN. 
John Ullenberg, Ine 


Worldwide Distributors 


COLUMBUS 5-2656 





ket. While Mawe (Travels in Brazil, 1812) col- 
lected tourmaline crystals in 1808, he makes no 
special mention of them and apparently had 
little regard for them as gemstones. 


A dated, historical collection of this type is 
interesting, almost as much for what it doesn’t 
have as for what it has. The jeweler can profit- 
ably spend considerable time with it. Zea 


Next month: More about Room 91 at the Vic- 
toria and Albert Museum, and a visit to Rooms 
92 and 93 with their spectacular displays of 


jewelry. 


QUEEN’S NECKLACE 

(continued from page 91) 

Simon & Schuster, Linz was to unveil the replica 
at a press party for the author in Dallas, then 
display it for a week in the downtown store. After 
that, the publishers would send it around the 
country. 

“So I got our name on the display in a hurry,” 
Joe Linz says. “We made a big picture frame 
backed with velvet on which the necklace could 
be tacked. I had the Linz name engraved on a 
little gold name plate such as you’d see in an 
art gallery, and we attached it to the bottom of 


the frame. That’s part of our program for na- 
tional publicity on Linz. But after the tour, the 
replica is still ours, of course, and we plan to 
give it to one of the big museums, with more 
publicity ceremony.” 


What They Did; What They Got 

Here is a quick rundown on what was done and 
what was accomplished on the major publicity 
projects connected with book and replica. It took 
patience, diplomacy and publicity know-how to 
get a local jeweler’s name into a program of na- 
tional book promotion. 

1. The replica was previewed to more than 
200 members of the fashion press during January 
Press Week in New York. Releases and pictures 
given to these editors all carried mention of 
Linz as responsible for commissioning the replica 
from Paris. 

2. The necklace together with a Linz credit 
is scheduled for a full-page illustration in the 
spring issue of a leading fashion magazine. 

3. Linz went to the trouble of figuring out for 
the publisher the cost of the necklace if duplicated 
today in the finest quality stones. Ray Hayden, 
Linz diamond director, had to make his calcula- 
tions on 2842 carats of diamonds at today’s mar- 
ket, the retail price coming to $3,855,500, tax 





TIE TACKS 


Perfect Spring and Summer Items 


Anson tie tack sales in jewelry stores are good and will be even 
better. Especially when you stock and display them properly, as 
with Anson’s new Merry-Go-Round Display, offered FREE with 
Assortment #2661. 


FREE Anson Merry-Go-Round Tie Tack Dis- 
play for counter use. Holds 36 boxed tie tacks. 
Assortment #2661 consists of 18 assorted 
$2.50 styles, 12 assorted $3.50 styles, 6 
assorted 14Kt. Gold styles at $5.00 retail. 


Examples of $5.00 Tie Tacks (14 Kt. Gold, hand-engraved Fiorentine) Total Retail Value $117.00 Your Cost $58.50 


ANSON INC., 24 Baker Street, Providence 5,R.!. In Canada: Anson Canada Ltd., Toronto Order from any of Anson's authorized distributors 
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included. This took time, but the Linz estimate 
is published in the appendix of the book. 

4. Linz was host at an author’s luncheon in 
Dallas attended by nearly 60 top editors, writers, 
broadcasters, book sellers, book lecturers and 
leading citizens. The “first course”. at the lun- 
cheon was the appearance of the handsome neck- 
lace on a lovely model wearing Marie Antionette 
costume and wig. Three television cameramen 
made pictures which were on Dallas screens the 
next morning. It was the pictorial possibilities 
of the necklace and the period costume that 
lured telecasters. A book alone wouldn’t do it! 

5. After Sunday newspaper advertising an- 
nouncements, the Linz store display opened on 
a Monday morning. The necklace was not shown 
in the window but inside the store, opposite the 
front door and just a few feet from the main 
diamond department. The necklace was shown 
upright against velvet inside a large illuminated 
gilt frame. This frame in turn stood on a rather 
high stand and underneath, behind velvet drap- 
eries, was a concealed playback device. A tape 
recording of the author’s voice describing the 
necklace had been made and was heard by the 
visitor standing in front of the display. A button 
near the frame turned the sound on or off. 
A count was kept of the percentage of this nar- 


rative listened to by each visitor and results were 
flattering. Practically every visitor—86 of them 
the first foggy, cold January Monday morning, 
listened to the entire three-minute recording. 
6. The Linz name appeared in better than half 
of all newspaper stories concerning book and 
author—even in straight book reviews—which 
ran in Dallas papers. The replica and the Linz 
name were featured on a TV program, three 
local newscasts and two radio interviews, all 
within one week. When the replica and the 
author traveled up to New York for publication 
date of the book, Jan. 23, both appeared on the 
Dave Garroway show and were also described 
by such air personalities as Galen Drake, Allen 
Gray and the Fitzgeralds. Also the necklace was 
written up in four different women’s columns 
syndicated to hundreds of newspapers. One wire 
radio report alone reached 1800 stations. 


What is the importance of this report to you 
and your business? A book tie-in like this might 
not happen again in a century. And it certainly 
wouldn’t be right for every jewelry retailer. 

But something is always going on or coming 
off that might very well make a good publicity 
vehicle. The alert jeweler watches for it and 
jumps aboard when he sees it. Zee 
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bh” Jewelry 


Comprehensive Selections of 


Rubies, Star Rubies, Sapphires, 
Star Sapphires, Emeralds 
and Cats Eyes . . 

* 
Available loose or set in 
Platinum Diamond Mountings 
of exclusive design ... 


Poe 
Ss Syruelt —Arpbinsan 


inc 


Formerly Robinson & Sverdlik 


610 FIFTH AVENUE, NEW YORK 20, N.Y 





Over 42 Years of Dependable Service 
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( Advertisement) 


KANSAS JEWELER USES 
STRONG LOCAL ADVERTISING 


TO MAKE NATIONAL 
ADVERTISING 
PRODUCE PROFITS 


@ 1. L. Elizey of Ellzey’s Jewelry, Concordia, Kansas, 
has proven how an aggressive merchant can capitalize 
on the national advertising of a branded product to 
improve his sales and profit picture. Starting his busi- 
ness with three show cases and a watch bench 6% 


years ago, Mr. Ellzey now owns his own building in 


one of the best locations in town. He attributes his 
growth to maximum use of sales aids to attract people 
pre-sold by national advertising, and strong local radio 
and newspaper advertising. He says, “Keepsake has 
played a big part in helping us build a successful 
business,” 


@ “Our experience in selling Keepsake Diamond Rings,” 


he goes on, “is to use all the sales aids Keepsake offers, 
sincere selling, and local advertising on radio and 
newspaper. We mail Keepsake diamond folders to all 
future prospects; wedding band folders to brides-to-be 
and invite them in to see our ring selection. We en- 


I.L. Ellzey Ellzey Jewelry Concordia, Kansas 


grave initials and date free... we clean diamond rings 
and check stones free, whether they are purchased 
from us or not... we solder together free of charge any 
diamond ring set purchased from us, if so desired by 
the customer. We give a Keepsake Bride’s Book free 
with any Keepsake Diamond Set. We strive to have a 
friendly atmosphere in our store at all times and like 
to show diamond rings to anyone... even though not 
interested in buying now, they may be interested in 
buying a Keepsake Diamond at some future date.” 


M@ it’s easy to see why Ellzey Jewelry has enjoyed such 
tremendous growth. And, to help increase this growth, 
the new Keepsake national advertising campaign has 
been scheduled to reach 85% of the prime prospects 
for diamond rings in any area of the United States. 
This is being supported by a completely new group 
of sales aids, designed for maximum attention value 
and strongest appeal to diamond ring prospects. 





es to 
ety 


Sakic. ? 
& Ce tate see ee 


Prospective bridegroom is delighted with Keepsake diamond engagement ring and 


Keepsake twin wedding band set suggested by Mr. Ellzey. 
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( Advertisement) 


eepsake 


oon AON D RIN G.S 


REASONS WHY.... 


I. L. Ellzey of Ellzey Jewelry, Concordia, Kansas says, “‘Here are ten reasons why every 
jeweler should sell Keepsake Diamond Rings: 











Keepsake offers the finest in quality. Keepsake offers a perfect-diamond guarantee. 


Keepsake offers the best sales aids, displays, and Keepsake offers the biggest national advertising 
advertising material. program. 


Keepsake offers co-op electric outside signs. Keepsake offers a helpful type of salesman who 
works with the jeweler in every way. 


Keepsake offers greater turnover than any other 


ring line. Keepsake offers more store traffic, 


Keepsake offers exchange privilege on any ring. Keepsake offers the newest ring styles at all times. 


Pie a SER LINE BEGET ERT 


Se DIAMOND RINGS Sam 
1 ee —= 





If you are like Mr. Ellzey—interested in more dia- 
mond rings sales and greater dollar volume—write 
at once to: 


Look how Ellzey Jewelry draws prospects pre-sold by na- A. H. POND CoO INC 
. =9 = 


_ —, to the store. The Keepsake electric sign is 

made an integral part of the store-name sign, and the major 

portion of a choice window is devoted to a Keepsake display. Sy racuse 2, N. Y. 
Note, in close-up, how owas Mr. Ellzey uses the Keep- = 

sake display to suggest the possibility of an extra sale. 
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WANT PUBLICITY? 
(continued from page 100) 


diamond settings Wednesday at The Booster 
Club.” 

The story could go on to give background on 
Finn’s jewelry experience and his intensive study 
of diamonds, but this information is of secondary 
importance to the ‘“‘who, what, when, and where” 
of the lead. The ‘“‘who”’ is Michael Finn, identified 
as a local jeweler; the “what” is the fact that he 
will speak on diamond settings; ‘“‘when” is 
Wednesday; and “where” is The Booster Club. 

“Free” publicity? Not a bit of it. A good city 
editor prints no “free” publicity. He prints news. 
Michael Finn is a local jeweler of good standing 
in the community, an employer of local labor; his 
topic is of interest to many people; The Booster 
Club is a well-known local organization. The 
editor prints stories of this sort not as favors for 
the Michael Finns of his city but because they are 
the commodity without which his firm could not 
survive: News. 

The mechanics of preparing your copy are 
equally simple. Use ordinary white bond paper. 
Start your story four inches from the top of the 
page. Write short, simple sentences and para- 
graph every two or three sentences. This makes 
for easy reading regardless of what they taught 
you in school. Leave an inch to an inch and a half 





The iy 
Original, Pn 
Still 
Finest 
By 


s _— 


“AMURRA” — Order No. 284 


margin at both sides of the page, and if your 
story runs to more than one page put “more” in 
brackets at the bottom of the page. Use only one 
side of the sheet. Identify yourself as the sender 
at the top left hand corner of the first page, giv- 
ing address and telephone number where you may 
be reached if an editor wants to check facts in 
the story or get further information. 


Do’s and Don'ts 

Write “Zenith Jewelers will open a new branch 
store...’ not “‘A new branch store will be opened 
by Zenith Jewelers and never, never, “A 
beautiful new branch store will be opened by 
Detroit’s oldest and most honored name in jew- 
elry, Zenith Jewelers.” Don’t laugh. The author 
has read dozens of publicity releases, many of 
them prepared by “professionals,” written in far 
more lurid language. It may be poetic; it may 
even be true; but it won’t make page one. 

Mail your release to the city editor. Do not mail 
it to the advertising manager with a plea to “slip 
it into the paper.’”’ He might try, and he might 
succeed. But vou will have made an enemy of an 
editor. He doesn’t like back door tactics. 

Keep trying and you'll get the publicity you 
want. It won’t be “free” publicity even though it 
doesn’t cost you anything but postage; it will be 
news. Eas 
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10K White or Yellow G.F. $11.00 Key 





j 
Far! “KHENMET” — Order No. 282 10K White or Yellow G.F. $12.00 Key 


i 


“TAIA” — Order No. 256 10K Yellow G.F. Only $12.00 Key 


SCARAB WATCH mAshMENTs 


BY ADMARK 


ll er This colorful and exciting bracelet-watch attachment is fast becoming a sales- 

| Pl we leader wherever shown! Scarab originals by Admark are often copied, but 
a P never equalled. Superbly crafted with first quality European semi-precious 

“ een wr stones and hand-soldered links. Admark alone helps you 
a | Pall build profitable scarab business with these promotional 
| we a aids: the world’s largest scarab bracelet (32” long, 


oe g we [7 ASSORTED ON\ valued at $1,000); newspaper mats; leaflets and display 
st | | Retail 00 
q a A) $84.65 $7 8 Key 





The most comprehensive 
povesteee gt scarab 
FILL-INS SOLD IN 1M. Reg. US. Pat. ( ry in America, , 
filled or Sterling. Also 
disc jewelry, Money 
Clips and Idents. Write 
for Catalog today! 


DISPLAY CARD 
cards. now— ! 
on ards. Order now—for immediate delivery 
# Pa me 


WAlnut 2-2356 


ANY QUANTITY 





Cocveighet 1960 fulelark 714 SANSOM STREET, PHILADELPHIA 6, PA. 
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IMPERIAL CULPURED PEARLS 


Complete Package Insures PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


IMPER IAL P EARL S YNDI CAT #4 IN C . world's largest sellers of the world’s finest cultured pearis 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 607 S. Hill St. 45, Aka Saka Shinsakamachi, Minato Ku 
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TABLE TOP FASHIONS 


Exciting contemporary crystal oval bow! can 
be used as a centerpiece, vase, objet d’art. One 
of a 16-piece line of “Sculpture” hollowware, the 
bowl retails for $6.50. From Fostoria Glass Co., 
Moundsville, W. Va. 


Subtle accent for modern, warm partner to 
traditional are the Spode “Prunus Vases,” with 
white raised prunus blossoms against light blue 
Chinese mat finish. Retail, $3 to $5.50. From 
Copeland & Thompson, 206 Fifth Ave. New 
York. 


This new stemware-in-color series comes in 
heather, peacock, blue and amber. There are 
seven items available in the new shapes. Retail, 
$1.50 each. From Seneca Glass Co., Morgantown, 
W. Va. 
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“Stardust” in the Silhouette line has a plati- 
num edge line and tiny turquoise and gold stars 
accenting the fluted rim. Brilliantly white pat- 
tern retails for $17.95 for 5-piece place setting. 
From Syracuse China, Syracuse. 


Bright white French Limoges Ahrenfeldt 
china “Regalia” has a platinum design of swir!l- 
ing leaves and flowers. Scalloped Duchesse shape 
is embossed. Five-piece place setting is $19.50. 
From Herman C. Kupper, 39 W. 23, New York. 


A provincial arrangement of flowers in terra 
cotta, yellow and green on white background 
decorates “Bittersweet.’’ Service for 8 retails 
for $39.95. From Lenox Plastics, Inc., 4417 
Oleatha Ave., St. Louis. 
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No. 179 Cheese Dish 13's" Retail $35 





When your customers want unmistakable quality, show this new PEARL LINE. 
Sculptured silver pearl beads complement elegant simplicity in gleaming silver- 
plate, to reflect W. & S. Blackinton’s traditional craftsmanship. Already in produc- 
tion. Immediate delivery. Recommended retail prices include tax. Write W. & S. 


Blackinton, Cambridge 


St., Meriden, Connecticut. W &S. B LAC h | NTON COM PANY 


 Leersmilthy, 


SINCE 1865 


No. 5501 Deep Bow! No. 5502 Round Bowl No. 334 Oblong Server No. 178 Dip Dish 
14Y,” Retail $35 11%” Retail $35 17¥%," Retail $20 134%,” Retail $35 








TABLE TO? FASRIGreo 


Franciscan’s fluted “Corinthian” in Master- 
piece china, has a brown and grey inner edge 
floral design, with platinum band. Five-piece 
place setting retails for $21.95. Gladding, Mc- 
Bean & Co., 2901 Los Feliz Blvd., Los Angeles. 


Dainty blue and grey flowers in jewel-like clus- 
ters enliven “Cotillion.”” Edged in platinum, the 
Royal Doulton bone china has a pure white back- 
ground. Retail is $19.95 the 5-piece place setting. 
Doulton & Co., 11 E. 26, New York. 


“Bombay-Blue is in burnt ochre, Bristol 
blue and black on translucent china with Bristol 
blue on the other side. Part of Informal’s flame- 
proof “cookmanship” line, 16-piece starter set 
retails for $21.95. Iroquois China, Syracuse. 
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3owing to the trend for elegant stemware, 
“Trade Winds” has swirl cuttings reminiscent 
of water touched by ocean breezes. The con- 
temporary bow! is enhanced by tall stem. Seven 
sizes, each $1.50 retail. Susquehanna Glass Co., 
Columbia, Pa. 


3right to light gold tones diminishing in in- 
tensity toward the center of “Candelight” gives 
suggestion of shoulder. The enriched contem- 
porary Arzberg china retails at $24.95, 5-piece 
place setting. H. E. Lauffer Co., 230 Fifth Ave., 
New York. 


“Richmond” on the Catherine shape has red, 
yellow and green flowers to decorate the white 
Queen’s Ware. Retail for the 5-piece place setting 
is $9. From Josiah Wedgwood & Sons, 24 E. 54th 
St., New York. 
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TEA SET 

PROMOTION 
STIRS 
WIDE 
INTERES T 


By George E. Toles 


Massive display of 
75 sterling services 
draws heavy traffic 


Ss 


@® IS THE CALM DIGNITY, the quiet beauty of a 
sterling tea service an anachronism in today’s 
hectic, coffee-gulping existence? 

Could a sterling tea service, so symbolic of 
a more leisurely era, serve as a focal point for 
anything so smacking of mid-century America 
as a “promotion’’? 

With gleaming new cars and futuristic house- 
hold gagetry to ogle in countless show windows, 
would many pause to savor the timeless elegance 
of a sterling tea service? 

At least one jeweler is firmly convinced of the 
promotional appeal of sterling hollowware, with 
that conviction firmly rooted in his own expe- 
rience. 

He is W. J. Scheer, vice president of E. J. 
Scheer, Inc., long established Rochester, N. Y.., 
jewelers. A striking demonstration of his faith 
in the appeal of sterling hollowware to modern 

(please turn to page 130) 
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1) () | ~ Quality, of course, is always impor- 
tant. With karat golds, working qual- 
ities are doubly important. The 
wrong gold can be doubly expensive. 
, These are the reasons that manufac- 
turers’ working qualities govern the 
production of all of Handy & Har- 
man’s karat golds. Do you make 
your product by spinning? Stamp- 
ing? Drawing? Casting? No matter. 
Handy & Harman makes the exact 
gold for you. Exact karat, physical 
properties and true color. 
If you don’t see what you need on 
this list (or, if you’re not sure about 
what’s right for you), we'll be glad 


to help you get what you need...and 
get it right. 
Casting Golds (for rings, pins, etc.) 


Stamping Golds (for rings, 
medallions, etc.) 


Spinning Golds (for cups and special 
shapes) 

Spring Golds (for clips, tie clasps, etc.) 

Gold Shapes (for charms, etc.) 


Enameling Golds (for fraternal 
jewelry) 


Gold Solders 
Your No.1 Source of Supply and Authority 
on Precious Metals 


& - n HANDY & HARMAN 
R | (5 a General Offices: 
2 K { : 


SF 850 Third Ave., New York 22, N. Y. 
- 


... Lf it doesn’t, it costs ' ee 
more than it should 





44 West 46 St., New York 36, N. Y. * Bridgeport1, Conn. + Chicago 22, Ill. * Los Angeles (El Monte), Calif. « Provi- 
dence 3, R. 1. * Toronto 2B, Canada «- Dallas 30, Texas + Cleveland 26, Ohio « Detroit 35, Mich. * Montreal 2, Canada 
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VARIETY 


Spode 


THEM FINE ENGLISH 
DINNERWARE 


Each of the hundre 
tive Spode patterns b 
own drstinctive hollov 


A piece for 


Geisha 
(Bone China) 
Pink or Blue 


6 FIFTH AVE Pe Oe 











FRANCONIA CHINA— 


“Lily of the Valley” 


A “Wedding Flow er’ pattern with special appeal for brides 
because it will always recall happy memories. 


To be advertised in the June issue of Seventeen. 


White flowers and pale green leaves centered on white 
translucent china edged with bands of pale green and 
Platinum. 5 pe Place Setting: $11.95. 


Companion Crystal "Silver Crown’’—$2.25 a glass 
(Retail prices. Slightly higher South & West) 


Write for illustrated leaflet listing open-stock pieces and prices. 


HERMAN C. KUPPER, INC., 39 W. 23rd St., N. Y. 10 | 
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“One of Euro pe’s Finest’’ 











lisa elect Clee Elacmeliemeciiace 


by Jerry Gewirtz 
JC-K Gifts Editor 


Tip from the Gift Shop: 
Show Table Ware in Use 


@® SMALL SPACE no longer obviates the effective 
merchandising of china and crystal hollowware 
in even the smallest retail shop. Most retailers 
understand how serving pieces can be shown as 
part of a window or counter tabie arrangement. 

It appears, though, that many of the small gift 
shops and florists have outplayed jewelers in this 
respect. They have not only used hollowware 
units for display but have sold the props. Gift- 
ware shops, for example, show hollowware with 
dinnerware set-ups and enjoy plus sales from re- 
lated products, such as the new artificial flowers 
shown with them. 

True, they are in a better position to add re- 
lated lines quickly. Salesmen of products such 
as flowers reach them, seek out the sales. Gift 
shop operators also work on a different inventory 
and turn-over system. As a result, they are not 
limited in their thinking about what constitutes 
a suitable line and are not strapped by traditions 
that keep them from “thinking new.” 

Artificial flowers happen to be a perfect case 
in point. 

We are so involved with the sale of the com- 
pote, soup tureen, vegetable dish that we never 
imagine the plus business that can materialize 
from the sale of flowers that could be displayed 
in the unit itself. 

Actually, florists have moved into the territory 
of the jeweler and the gift store. They have made 
the most of their related products like hollow- 
ware by buying vases, bowls, odd-shaped china 
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| N THE M AR K ET P LA C E ee Silhouette advertisements will appear in: Brides Magazine = 
Modern Bride » Bride & Home +» Seventeen = House & Garden + House Beautiful MR” Ask your Syracuse 
Representative about the Special Introductory offer, with the highest markup In fine china. 


Wedding of Traditional 


and Contemporary 
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You’ve seen rare, antique china in museums, breath-takingly translucent, glowing with 
a bright, diamond-blue whiteness. Now Syracuse brings you ‘“‘museum piece” china of 
the same cherished color and translucency, but with a modern advantage: Silhouette, 
delicately fluted and swirled, is highly practical . . . made of enduring, gem-hard china, 
And matchings are guaranteed for twenty years! Ask your dealer for complete details. 


5-piece place setting#: BELOVED, undercoated white, 11.95. WEDDING RING, with platinum «4: 


shown, 14.95. DEBONAIR with gold edge, 14.95. Other Silhouette pat- 
terms from 15.95 to 17.95. For color brochure, send 15¢: Syracuse 
China, Dept. SYR-57, Syracuse 1, N. Y. Having difficulties getting 


replacements of older patterns? Write Dept. M. . . 
Sine JUNG 





NEW 


in Figurines—‘‘Elegance”’ 


NEW 
in English Translucent China— 
‘““Rose Elegans”’ 


in English Bone China— 
“‘Cotillion”’ 


in Character Jugs—“Old Salt” 


Tempt and persuade your customers with our exciting 
collection of new creations for 1961. The name Royal 
Doulton will bring you profit opportunities difficult to 
match. Why try? : 


x, 
8) 


Royal Poulton ¢& 


iN=7 
Doulton and Co., Inc., 11 E. 26th St., New York 10, N.Y. 
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and glass to display their flowers. Rather than 
go into a store to purchase a crystal vase, a cus- 
tomer now can go into the florist, pick an arrange- 
ment and then select a quality container filled 
with the flowers. Fine florists offer a vast selec- 
tion of containers for the interested customer. 

Naturally, this is only true of the carriage-type 
shop, but if sales continue to flourish other shops 
will follow suit. 

How would the jeweler know about this new 
source of business? Actually through his own 
social contacts, especially at home. Women have 
been aware of the improved quality of artificial 
flowers. Most jewelers’ wives probably have 
them at home now. Perhaps the jeweler would 
be wise to check with his wife about trends in 
table arrangements and home decorating if he 
hasn’t the time, nor the desire to look around the 
market and go over the home magazines. 


OR SPRING SALES: Emphasize elegance in even 

the most casual summer serving units. Play 
up patio pieces that are easy to use, but rich look- 
ing in design. This is the time of the year to talk 
about colored glassware, earthenware for outside 
use. 

Color in crystal affords a new great fashion 
sales opportunity. The reemergence of gold, 
amber, green, lavender, apricot in home furnish- 
ings has seen a matching emphasis in drinkware. 
It’s news to write about. 

American provincial continues important. En- 
richment in even the most contemporary shapes 
is the cue for style stress. 


OVED AND MOVING: Fisher, Bruce & Co., with 

headquarters in Philadelphia, has moved 

its New York showroom to 225 Fifth Ave., 

tooms 318, 320 and 322. Carefully planned light- 

ing and the most adroit use of large space make 
the showroom especially effective. 

Fostoria Glass Co. has announced plans to 
move its Chicago office from the Merchandise 
Mart to the Marshall Field Annex Building. The 
new display room will be opened about May 1. 
The new office covers over 800 square feet and 
will make extensive use of wood and fabric com- 
binations. It is in a more central location and 
convenient to downtown hotels. 

Crown Staffordshire China has opened an office 
and showroom at 121 E. 55th St., (New York. 
Annie Reese Wedgwood is in charge of the op- 
eration. 


EW STERLING PATTERN: “Alexandra” by Lunt 
Silversmiths is a decorative pattern of high 
relief and superb diework, is said to be one of 
the heaviest weight patterns in the trade today. 
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The variety of Silver City’s Sterling or 22K Gold 

on crystal tableware makes it the timely gift for any 
occasion. And its lasting quality and beauty 

assure the most discriminating shopper that this is 


a gift and a dealer to be relied on at any time. 


; NIV 4:k-7 . 
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SILVER CITY GLASS CO., INC., MERIDEN, CONN. 














ANOTHER © TIE = TIE - INSPIRATION... 
THE BRILLIANT 


Sunburst bow! 


TRADE MARK 


packages 
of all sizes oid anit In hntalé heii ee easy handling. 
this unique bow is easy to form and apply. Market tested 
with excellent results. Write for samples and prices now. 


The TIE-TIE Sunburst Bow 
is just another of the many fine products of the 


CHICAGO PRINTED STRING COMPANY 
® 


2300 Logan Blvd., Chicago 47, Ill. 


Manufactured in Canada by Ribbon Fabrics, Inc., Riviere des Prairies, Quebec 





E W...cotDEN HUED GORHAM GIFTWARE 
ENHANCED WITH GLAMOROUS COLOR ACCENTS 


EPOXY LACQUERED TO PREVENT TARNISH ¢ RESISTANT TO HEAT 




















EACH PIECE AVAILABLE IN ALL § COLORS 


GORHAM Riviera 


PRICES SHOWN ARE RETAiIiL * NOT SUBJECT TO FEDERAL TAX 





EXCITING NEW ADDITIONS TO GORHAM’S 
GIFTWARE IN SOPHISTICATED 


DEC R 





Heat-treated epoxy lacquer ... tarnish-proof .. . imper- 
vious to heat. No polishing needed, just simple washing. 








Color Accents to your Giftware Display 









AVOCADO CENTERPIECE 
Length 16” 


10°7° 





Sa SS Ps ® Vie 


BONBON 
| 7" 





= a ied i 
a a a ee ee 


Please send me the following Ss 


Q 
© 
R ° $ 
vyiera Giftware & € 
s 2 } 
= $$ 


INDICATE HOW MANY 
OF EACH COLOR 


Minimum Order 6 Pieces 


PRICES SHOWN ARE RETAIL * NOT SUBJECT TO FEDERAL TAX 


USE THIS HANDY CHART 


to make up your order 
for merchandise 


illustrated above and 
on the preceding page. 








Modern Bonbon, $7.95. 





Modern Sandwich Plate, $8.95. 





Modern Bowl, diam. 542”, $8.50. 








Modern Bread Tray, $9.95. 





Modern Bowl, diam. 9”, $14.50. 





Modern Bowl, diam. 71%”, $10.95. 





Free Form Bowl, $19.95. 





Modern Bowl, diam. 1014”, $19.95. 





90% TRADE DISCOUNT 
FROM PRICES SHOWN 


Avocado Ctpc., length 16”, $10.95 





Avocado Bonbon, length 8”, $6.50 





Bateau Ctpc., length 12”, $10.95 


Ses: Tek 
Bee Eee ee ee ee - 
Sis Toes . 
4 5 re vst 
Cees + Saat, 
ey RS aS 


























, Bateau Bonbon, length 714”, $6.50 


Wore TS 





3° . 
‘ P - 

‘ 1831-1961 

et i ? 
eres : € AdersS wi of 





It will be introduced by a national advertising 
program during April, May and June. A six- 
piece place setting retails for $47.50. Advertis- 
ing and merchandising materials are available 
to the retailer. 


AMES IN THE NEWS: Daniel F. Sneberger has 
been appointed to the newly-created position 

of National Field Sales Manager, Lenox, Inc., 
Trenton, N. J. Mr. Sneberger’s primary responsi- 


bilities will be the direction and supervision of | 


the sales force. He will be headquartered in 
Trenton. 

Arthur Bryan, president of Josiah Wedgwood 
& Sons, Inc., of America, has been elected to the 
executive board of the council of the British- 
American Chamber of Commerce. 

Josiah Wedgwood & Sons, Inc., of America has 
also announced the appointment of Fred de Costo- 
badie as district sales manager for metropolitan 
New York, in charge of the commemorative de- 
partment. 
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PACTHIO 


SILVERCLOTH 


Gold...money... profits! Call it what you will, 
you'll strike it rich when you sell Pacific Silver- 
cloth! ms Customers are pre-sold by Pacific’s na- 
tional advertising. They know Pacific is the only 
silvercloth that provides positive protection 
against tarnishing. You see, tiny particles of sil- 
ver are embedded in Pacific Silvercloth to trap 
the gases that dull precious silver. So tarnishing 
just can’t happen! # Wrap up extra profits with 
each silver sale. Promote Pacific Silvercloth in 
wraps, rolls, bags, chests and by-the-yard. And 
use it to keep the silver in your store gleaming, too! 














SILVER SAFE 
BY REEVE & MITCHELL 


WAMSUTEN/PICIFIC® noustriar Fasrics 


a Division of M.LOWENSTEIN & SONS, Inc. © 1430 Broadway, New York 18, N. ¥, 
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INDIVIDUAL 


CHOOSE FROM / ATTRACTIVE 
PATTERNS AND FINISHES 


PLUS COPPER, GOLD, SILVER 
AND SPECIAL COLORS T00 


Widest selection in folding giftware boxes... 
over 100 sizes. 


fs Expansion style means you stock fewer sizes. 
@ Free imprinting of your store name or insignia. 
@ 10% plus 5% discounts-liberal freight allowances. 


Write re FREE catalog. 


Suite 1229K 225 Fifth Ave., N. Y. 10, N. Y. 


pp ww 








Souvenir ¢ | 
Spoons 


fr om y 
NORWAY y UD) necsinsea 
Souvenir 

4 Demitasse 
Spoons of the 50 ~ 
States, with 
authentic seals. 

A collector's item! — 
Silver Plate—$6,00 — 
per doz. wholesale. eS 


SNe iat es Se RRS ete Sete as 
eo RE BSS YS oe ee 


oe Sy 
Sor Seage a 
SA 3 


Available for 

immediate delivery. . 
Send for our complete catalog of sterling 
and enameled silver, sterling enameled 
jewelry, crystal, china and pewter. 


Your own spoon made on special order. 
Min. 500 plated or sterling. 6 wks, del. 


Jobber Inquiries Invited 


NORWEGIAN SILVER CORP. 


Norway House, 290 Madison Ave., New York 17, N. Y. 
Additional showroom, 225 Fifth Ave., N. Y. C.. Room 409 





See us at the U. S. World Trade Fair, May 3-13, Main floor Coliseum, N. Y. C. 
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YRACUSE FACT SHEET: The Potter’s Wheel, a 
S new house organ of the Syracuse China 
Corp., Syracuse, N. Y., has just been published. 
Profit ideas, company happenings and news of 
new patterns are all included in the first issue. 
The Potter’s Wheel will be published periodically 
to keep retailers informed about facts and hap- 
penings at Syracuse. 


IFT SHOWS BRISK: Both the New York Gift 
Show and the California Gift Show reported 
brisk sales and traffic at the respective shows. 
Business was better than expected. 
Coming up are the folowing markets: 
California Gift Show, July 23-27; Merchandise 
Mart China, Glass & Gift Market, July 30-Aug. 
11 in Chicago. 


HICAGO ASSOCIATION ELECTS: Jack B. Oren- 
& stein of Jack Orenstein Associates was elect- 
ed president of the Eastern Manufacturers & 
Importers Exhibit Inc., who conduct the semi- 
annual Chicago Gift Show. Clarence E. Yeo of 
S. P. Skinner was elected vice president. Also 
elected to the board for two-year terms as direc- 
tors are Leland McKenzie of Florence Ceramics, 
Melvin Lewis of Colton-Lewis, and Mrs. Betty 
Soderstrom. 

S. S. Sarna, retiring president, 
with a 100-year-old ship’s bell. 


was presented 


ORCESTER AD SCHEDULE UP: The 1961 con- 
We ee advertising schedule for Royal Wor- 
cester Bone China includes 12 full-page, four- 
color advertisements, it was announced by Ray- 
mond W. Zrikey, vice president. See 


TEA SET PROMOTION 

(continued from page 120) 

customers was the “Sterling Tea Set Extrava- 
ganza’”’ conducted recently. 

Never were so many sterling sets (75) worth 
so much ($100,000) gathered under one roof 
in Rochester as during Scheer’s week-long pro- 
motion. Scheer’s newspaper advertisements were 
not guilty of overstatement when they proclaimed 
the event “the largest, most spectacular display 
of sterling silver tea and coffee sets ever assem- 
bled in Rochester.” | 

An invitation to attend the sterling display 
was run In ad form in seven Rochester area daily 
and weekly newspapers. Regular customers re- 
ceived printed invitations bearing the same mes- 
sage carried in the ads. 

And Rochester responded. Some 1500 people 
poured into Scheer’s to admire the tea and coffee 
sets and to sip the beverages offered (tea and 
coffee, naturally). 





Scheer sold several sets during the promotion 
and between October and Christmas did roughly 
$1,000 in tea service business which W. J. Scheer 
credits to the promotion. But he feels the real 
benefits of the “extravaganza” were educational. 
“People are now more sterling conscious as a 





You are cordially invited to Scheer’s Exclusive 


Sterling ‘Tea Set Extravaganza 


The largest, most spectacular display of 
Sterling Silver Tea and Goflee Sets ever assembled in Rochester 


Over Seventy-fwe Sets Valued at $100,000 
Showing is from October 24th to 29th 


Gofee and uring cegular 


tea served store Aours 


se whaee’s | 


253 East Main Street 











“Invitation to tea” mailed by Scheer’s to regular customers. 





You Are Cordially Invited To Scheer's Exclusive 


Sterling Tea Set Extravaganza 
The largest ,most spectacular display of 


Sterling Silver Tea and Coffee Sets ever assembled in Rochester 


Over Seventy-five Sets Valued at $100,000 
Showing is from October 24th to 29th 


Open Tuesday & 
Thursday ‘til 9 


Coffee and 
tea served 


cheers 


253 Best Main Street 











Advertisement, 542”x3%”, run in Rochester newspapers. 


result of the event. And we’ve had a lot of people 
inquiring about filling in on old tea sets, some of 
them unfortunately in discontinued patterns.” 

Of the 75 sets displayed, only five were from 
Scheer’s regular stock. The others were obtained 
on consignment from the manufacturers. The 
latter were “very interested” in the promotion, 
Scheer says. 

How best to display such a massive array of 
hollowware? The question was not one of room— 
the store had ample space—but of getting the 
utmost visual impact from the sets. Final dis- 
position was as follows: six tea sets in Scheer’s 
two display windows; 10 sets on the second floor, 
which normally features china, glassware and 
gifts; and the remainder arrayed on _ shelves, 
tables and counter tops on the street floor. Scheer 
readily concedes one mistake made in the dis- 
plays on glass counters: “We should have put 
black velvet cloth under the sets; this would 
have cut reflection and emphasized their beauty.” 

Cost of the promotion was slightly more than 
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NEW ano 
DIFFERENT 








Mother, Father, Sister, Brother, 

Grandparents, too, are potential customers 

for this NEW, exciting idea in rings. 

In many stores the Family Ring is one 

of their fastest moving items. 

This beautiful ring symbolizes the family 

circle with all its love and devotion. 

The gold bands signify husband and wife 
while the birthstones signify each member of 
the family. Additional birthstones may be 
added as the family increases. 

The Family Ring will stimulate more sales for 
you. Write for further information and prices. 


Available in 10 and 14 kt. gold. 
FREE ad mats, counter cards and sample mailers. 
SOLD THROUGH WHOLESALERS ONLY 


la (ee 
chneider ine. 


2 WEST 47th ST.. NEW YORK 36, NEW YORK 











Beautiful all white OR white with 
gray fabric design overprinted 
GIFT BOXES. TWELVE handy, 
often used sizes (Gray fabric 
design illustrated) #77 Assort- 
ment. 

See sizes and quantity of each listed below 


40— | 0x4x4 
40—5x5x3 


40—4 44 
40—6x6x6 
25—8x8x8 
30—7x5x4 
40—9x6x5 
25— 1 Ox7x7 


40—6!/2x6!/ox4 


25—9x9x5 
15— 
10!/4x10!/ox7 
25—I i xl ix2 


#77 STORAGE CABINET—size set up. 331/4x2534x2134. Stores 
all TWELVE sizes listed, each in its own compartment. May be 
used at the wrapping counter for easy access to all sizes. 


Shipped K. D. Assembly instructions included 


PICTORIAL PAPER PACKAGE 
CORPORATION 





Aurora Illinois 


NO 


introductory offer. 


PICTORIAL PAPER PACKAGE CORP. 

232 SO. LAKE ST., AURORA, ILLINOIS 

Please send at once #77 assortment and storage cabinet. Our 
choice is checked below. 

[] 385 all white folding gift boxes and storage cabinet $48.00 
C) 385 Gray fabric folding gift boxes and storage cabinet $51.00 





Save space and gift wrapping ex- 
pense. Take advantage of this 


Use this order coupon. 


Firm Name 
Street Address 
City 
State 
[] Please include our copy of your 196! catalog FREE 

















$1200, and Scheer counts it money well spent. 
Those who attended the promotion were “amazed,” 
Scheer says, at the wide choice in styles and 
prices. ‘‘We feel we did a real job of educating 
the public in this field,” he says. “It was a most 
worthwhile program from the standpoint of long 
term business.” 

His added advice to other jewelers who may 
contemplate a sterling tea service promotion: Plan, 
as we did, at least two months in advance. Late 


spring or early November seems to be the best 
time. See 


JEWELERS’ PROFITS 
(continued from page 93) 


worthwhile increase in profit dollars. 


Q. What can be done to reduce overhead, or at 
least to avoid increasing it, when the physical 
volume of goods handled grows bigger and bigger 
from a business policy of reducing prices for 
quality merchandise? 


A. Increased productivity might be achieved 
simply by handling a larger quantity of goods 
with the same dollar cost in expenses. In most 
jewelry businesses there is room for an increase 
in the productivity of a store’s regular personnel. 
For example, more sales and more work per per- 
son! Quality merchandise, attractively priced, sells 
itself. It does not require high-salaried specialty 
salesmanship. Advertising and promoting quality 
merchandise at attractive prices will cost less in 
relation to sales. 


Q. To sum up, what specific recommendations 
would you make to retail jewelers who want te 
become more efficient and productive? 


A. I should advise a change in merchandising 
policy—toward a dollar profit margin per unit 
and to abandon reliance on historical gross profit 
per cent margins. 

For every class of merchandise handled, a dol- 
lar profit per unit should be established to produce 
the greatest possible sales volume and net profit 
dollars. 

Jewelers should aim to make the public realize 
that they sell quality merchandise at prices that 
are competitive with those of all other businesses. 

These suggestions should make it possible for 
a jeweler with a reputation for reliability, to do 
more business without adding to his staff or in- 
creasing overhead substantially. It should enable 
the retail jewelry business to survive and earn a 
profit in the present-day highly competitive era. 
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on your next trip to 


PROVIDENCE 


enjoy the finest accommodations in 
Rhode Island — a luxurious guest room 
or a magnificent executive suite at the 
Colony Motor Hotel in Cranston, just 
minutes from Providence. 

You'll appreciate the comfort, the ele- 
gance, the relaxing atmosphere of the 
Colony Motor Hotel — where you'll find 
motel conveniences with the finest 
hotel service. And dining is a mem- 
orable experience in the smart 


Marco Polo 


RESTAURANT and COCKTAIL LOUNGE 


The sumptuous continental cuisine 
makes every meal an adventure, and 
the cocktail lounge is a choice spot 
to meet friends and business 
acquaintances. 


COFFEE SHOP 


Colony 


Route 1A, Cranston-Providence City Line 
CUMIN OCC RI Elie 
PHONE: HOpkins 7-8800 


PATIO POOL AND CABANAS 


MOTOR 
HOTEL 





CLASSIFIED ADS 
ON PAGE 171 
OF THIS 
ISSUE 








ef” ORCHIDS at your 


Orninciiel rec OS next promotion 


- 


. — Sek ty, FRESH FROM HAWAITI, 
ee ees AS LOW AS 10¢ EACH! 
That's right. For as 

little as 10¢ each 

you'll receive dewy 

fresh Vanda orchids 

direct from Hawaii 

in time for your 

next sales promotion. 

The perfect way to say 

“Aloha” to the ladies, 

whose sales-deciding powers 

are no secret. Orchids may be individually 
boxed. Write now for complete price list. 


670 S. Lafayette Park PI., a 
Los Angeles 57, Calif. * DU 8-5106 lowers of Hawaii 
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NEW? 


NEW! 


NEW! 


golden-hued 


oelbe 
Dirilyte 
flatware 


stays bright 
and beautiful 


WITHOUT 
POLISHING 


Now ... a new bonded protectant 


keeps the golden beauty of Dirilyte 
flatware sparkling through hundreds 
of times in use. Backed by a one-year 
warranty! Advertised nationally. This 
is what women have been waiting for... 
and it’s exclusive with Dirilyte. You 
can profit by stocking the new Dirilyte. 
Write for complete information 


DIRILYTE COMPANY OF AMERICA, INC. 
1142 South Main Street * Kokomo, Indiana 
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Baer ly 


DEBATE ON THE PROPOSAL TO INCREASE THE MINIMUM WAGE neared a climax last month as 
House and Senate committees prepared bills following closely along the lines 
Suggested by the administration. The House Labor Committee tacked a provi- 
Sion onto their bill easing the impact on smaller chain operations. Their 
bill would raise the minimum wage to $1.25 in two steps--the President 
sought the increase in three incrementS--and extend coverage to an addi- 
tional 4.3 million workers. 


CRUCIAL FIGHT ON MINIMUM WAGE WILL PROBABLY BE FOUGHT on the House floor. 
Republicans and Southern Democrats have countered with a minimum wage bill 
of their own, which would raise the minimum to $1.15 and extend coverage to 
1.5 million persons. 


MINIMUM WAGE INCREASE WOULD CAUSE HIGHER JEWELRY PRICES, warned Maurice 
Adelsheim, Jr., president of the Retail Jewelers of America. The extension 
of coverage to retailing operations "might well force some stores out of 
business, and put many others in a dangerous financial condition," Adel- 
Sheim said. 








A BILL TO REQUIRE QUALITY AND TRADEMARK STAMPING OF GOLD AND SILVER JEWELRY has been 
introduced again by Senators Magnuson of Washington and Pastore of Rhode 
Island. The measure would require all items made of gold or silver to bear a 
quality stamp and the name of the manufacturer. 


CONTINUED UNREST IN DIAMOND-RICH KASAI PROVINCE IN THE CONGO, site of the world's 
biggest and richest diamond mine, has obscured the present status of diamond 
production there. The contract which provided for disposal of the Congo 
diamonds on the London market lapsed Jan. l. 


TRADING IN SILVER FOR FUTURE DELIVERY HAS BEGUN on the Canadian Stock Exchange, re- 
flecting a mounting Speculative interest in silver. Silver from Communist 
China has started to appear on the London market. More is expected as China 
seeks cash to buy food. 


WORLD GOLD PRODUCTION IN 1960 ROSE FOR THE SEVENTH CONSECUTIVE YEAR. Output in coun- 
tries other than Russia was estimated to have increased 5 per cent to some 
54.5 million fine ounces. 


HOW COMPANIES ARE DOING__International Silver Co. reported net earnings for 1960 
were $2,335,200, a gain of 16 per cent of the $2,008,600 earned in 1959. 
sales last year topped $60 million. International's directors have recom- 
mended a three for one split of the company's common stock .. . Net earn- 
ings of $5.1 million in 1960 set a new record for Bell & Howell Co., topping 
the $4.9 million earned in 1959 . .. Zenith Radio Corp. reported net income 
in 1960 declined to $15.2 million from $16.6 million the previous year... 
General Time Corp. had a net loss of $721,238 last year compared with earn- 
ings of $1.8 million in 1959. 


THE LIKELIHOOD OF FINDING DIAMONDS IN CANADA was described as good by Dr. James 
Harrison, director of the Geological Survey of Canada. He said the Siberian 
rocks where a reportedly rich yield of diamonds has been found by the Soviet 
Union are very Similar to rocks in northern Canada. 


STERLING SILVERSMITHS OF AMERICA LAUNCHED THEIR 1961 GIRL GRADUATE CONTEST, slated 
for April 1 through May 31, with a double page ad in the April issue of 
seventeen magazine, followed by 12 pages of Sterling ads sponsored by asso- 
ciation members. 
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FOR THE JEWELER OF THE HOUR... 


- Wok Ug tale mals), Miele] alet jo) al lalh. 4-tdeiaMmeol-1-ilela 


A SELF-WINDING WATCH THAT'S ULTRA-THIN! 


. 


Zodiac 


nasi anes Oly mpos 
Se 


| 


& 


Every jeweler must keep abreast of 
the time in order to cash in on con- 
sumer demands! If you're a progres- 
sive dealer, you should know all 
about the watch of the future today 
—the Olympos! It’s as new as the 
space age...as important as today’s 
‘al >))) Se CM => Cah Lalo m- t- Mm Colaslolagely 
And this new watchmaking triumph— 
like all superbly designed Zodiac 
timepieces for men and women-—is 
ol alel-ba- tale bd ol deh it am e)ae)¢-ten t-te hmmm Glol le 
olal ham (algel le lemme => coll Ul-1h 0-1 h Mm ie: lalelali-i-1e 
jewelers) 


The ZODIAC OLYMPOS 


Years ahead in engineering and styl- 
ing, this strikingly handsome watch 
features a self-orbiting dial... the 
dial itself revolves to the exact hour 
with incredible accuracy. Slim, trim, 
with 17-jewel self-winding, water- 
0] qele) EJ a lolol eo olgele) MEuilen /-1111-18] ame Uale: 
This) dlaal-mm lal olact-Ue-lell-maar-Uial-) olalale me lale 
balance staff. In stainless steel with 
Vialrelei-mlaat-tcolallalem-> 4el-Ual-Jlolammele-Cor-i(-)' 
or gold-filled top and stainless steel 
back. 











*®So long as crystal and crown 
ore intoct, case unopened 


For exclusive franchise information and new catalog, write: 


ZODIAC WATCH COMPANY 
15 West 44th Street, New York 36, New York 


An Official Watch of the Swiss Federal Railways 
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Frankovich appears before subcommittee 
to plead the cause of jewelry industry 


Revision of the United States’ 
foreign trade policy, elimination of 
the discriminatory excise tax on 
jewelry, repeal of the Silver Pur- 
chase laws and an increase in the 
minimum wage of U. S. island terri- 
tories to mainland levels were rec- 
ommended to a U. S. Senate sub- 
committee as measures that will 
help correct the problem of unem- 
ployment in the jewelry industry 
at a recent meeting of the subcom- 
mittee in Providence. 

George R. Frankovich, executive 
secretary of the Manufacturing 
Jewelers and Silversmiths of Amer- 
ice Inc., appeared as a witness be- 
fore the group at an open hearing 
March 3. Sen. Joseph S. Clark, 
Dem., Pa., and Sen. Claiborne Pell, 
Dem., R. I., heard the testimony. 

“Our proposals,” Frankovich said, 
“ask primarily for the removal of 
discrimination against our prod- 
ucts: foreign government bans 
against jewelry produced in dollar 
areas, the use of our tariff struc- 
ture to force satisfactory results, 
industry by industry; the highly 
discriminatory retail excise tax on 
our products; silver legislation that 
discriminates against the producer; 
laws for our island territories 
that discriminate against American 
products — legislation directed at 
our industry.” 

Frankovich cited the increase in 
jewelry imports and the decline of 
American jewelry exports as the 
prime reason the industry has not 
kept pace with the nation’s post- 
war prosperity. Decrying foreign 
barriers against American prod- 
ucts, he stated that “jewelry im- 
ports have flowed into this country 
in ever increasing volumes and the 
future in this regard indeed looks 
bleak.” 

He laid emphasis on the restric- 
tive nature of the excise tax which 
he noted was a wartime measure. 
“Either repeal the retail excise 
taxes at once,” he urged, “and al- 
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low the four affected industries and 
their employees and customers to 
regain first-class citizenship, or 
then lower the rate and expand the 
base broadly enough to eliminate 
the discriminatory aspect of the 
present highly selective tax.” 

Senator Clark, in thanking 
Frankovich for his appearance be- 
fore the subcommittee said, “I 
think this is the most enlightening 
testimony I have ever heard from a 
manufacturer who only wants fair 
play.” 


JBT directors re-elect 


full slate of officers 


Raymond R. Sturdy of Cheever, 
Tweedy & Co., Inc., North Attle- 


boro, Mass., has been named to a 
second term as president of the 
Jewelers Board of Trade. 

All other officers were also re- 
elected at a meeting of the board of 
directors Feb. 17. 

Returned to the same posts were: 
Angelo Del Sesto of Van Dell 
Corp., Providence, first vice-presi- 
dent; John R. Keller of Oneida, 
Ltd., Oneida, N. Y., second vice- 
president; Horace M. Peck, trea- 


surer; Vincent F. Chapman, secre- 
tary and assistant treasurer; and 
Stewart W. Stolworthy, assistant 
treasurer. 

Sturdy, Del Sesto and Lester S. 
Wall of R. Blackinton & Co., North 
Attleboro, comprise the executive 
committee for 1961. 


Bradley horology school 
sold to business college 


The nation’s oldest school of 
horology—slated to close its doors 
in June—has received a new lease 
on life with its sale by Bradley 
University to the Gem City Busi- 
ness College in Quincy, III. 

The school will become a divi- 
sion of the business college, un- 
der the name of Gem City School 
of Horology. 

The school is due to close on 
the Bradley campus at Peoria, IIl., 
on June 30. Some of the equip- 
ment will be released and brought 
to Quincy for an opening there 
April 17. 

More than 11,000 students have 
been trained at the Bradley Uni- 
versity School of Horology, estab- 
lished in 1886. 

Floyd W. Marshall, president of 
the business college, said the 
horology school would continue to 
offer complete instruction § in 
watchmaking, jewelry and engrav- 





WINNER OF WALLACE CONTEST: This display of Wallace Silversmiths’ 
Grande Baroque design won the grand prize in the firm’s window display con- 
test. Sam W. Becker, Jr., of Sam W. Becker Jewelry Co., Houston, won a 10- 
day trip for two to Rome, Paris or London, plus $300, with his use of the 
pattern with both classic and contemporary backgrounds. 
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+COBB+ 


#9 
For the 


The complete line of Hat Dato 
COIN MOUNTINGS 


\jtelel-) mmm 


ico) mn dal-mr—) 1h’, -1 ee @ lel ii- ts 


Choose from the Cobb 
collection — the most 
diversified line of quality 
coin mountings. Available 
in Sterling, 14K and 10K 
Gold and 12K GF depend- 
ing on model. Sold thru 
jobbers everywhere. 


Fit 
For the 
Silver Dollar 


There is no better source for Coin Mountings than 
(Go) o) oft icolanieial-wi e)gelele-\imlia\-ti lame ]P4-\-ime ale mel Uleliti-y 
ViolU ae lamantel0laim=s\/-10 al ole) elUl (ol mae) lamiemiai-m7e)d (ome atale 

. when you use Cobb Coin Mountings, the quality, 
VVi-1fe lah mmol are MB alalljammels-10]c-mm (el }ilale mm el-re] 0) hme] ale mm (olaler 


trouble-free life. 
Quarter 
Dollar 





850 WELLINGTON AVE. 


wes - CO ee a Company CRANSTON 10, R. |. 
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ing. Instruction on an individual 
basis will be continued. Several 
of the Bradley instructors will be 
associated with the Quincy school. 
The Gem City school is located 
in the Musselman Building in 
Quincy. The fifth floor of the 
building is being remodeled to 
house the school of horology. 


Illinois jewelers elect 
Earl Jones president 


The Illinois Retail Jewelers As- 
sociation has elected Earl Jones of 
Pekin as its new president. 

Other officers named at the as- 
sociation’s annual convention in 
Peoria, Feb. 26, were: John Char- 
ter, first vice-president; Roy Ous- 
ley, second vice-president; and 
Charles H. Barker, secretary-trea- 
surer. 

Elected as directors were: Char- 
ter, Ernest Bremer, Max Hoover, 
George Straith, and G. L. Stur- 
hahn. 

Principal speakers at the meet- 
ing were John D. Shaw of Inter- 
national Silver Co. and John N. 
Goll of Baldwin-Miller Co. 

The more than 200 members at- 
tending were also treated to work- 
shops on watches, tableware, sell- 
ing tips, special promotions, and 
special order work. 

Roy Cowdrey, Barnett Davis 
Diamonds, was re-elected president 
of the Illinois Pluggers, a jewelry 
sales organization, which met in 
conjunction with the Illinois RJA. 

Other officers elected were: Gene 
Condellone, James J. Burke Co., 
vice-president; Howard Schicke- 
danz, Hershede Clock Co., secre- 
tary-treasurer. 


AGS awards 58 titles 
in last quarter of ‘60 


The American Gem _ Society 
awarded 58 new titles in the last 
three months of 1960, bringing 
their total membership to 2009, 
highest in the history of the or- 
ganization. 

Of this group, 17 were awarded 
the title of Certified Gemologist 
and 41 associate members received 
the Registered Jeweler title. 

Members who have been named 
Certified Gemologists are: John 
Nelson Frith, Bauman’s, Dothan, 
Ala.; Barton S. Ellis, Henry Birks 
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MAIDEN LANE OUTING CLUB DINNER: Members of the Maiden Lane 
Outing Club held their 37th Anniversary Dinner & Show at the Hotel Piccadilly 
in New York on Mar. 2. 


& Sons, Ltd., Toronto, Canada: 
Carl W. Appel, Appel Jeweler, 
Inc., Allentown, Pa.; Murray Jani- 
son, Janison & Haertel, New York; 
Dennis Wagner, Bixler’s, Easton, 
Pa.; Sophie Welsh, Campus Jewel- 
ers, Minneapolis; Harold Tivol, Tiv- 
ol, Inc., Kansas City, Mo.; Carter 
H. Evans, Fischer Evans Jewelers, 
Inc., Chattanooga, Tenn. 

Also: Hymie M. Ehrlich, Klein & 
Son, Inc., Montgomery, Ala.; Har- 
old F. Millican, Harold Jewelers, 


Ft. Worth, Texas; Edwin East- 
burn, Chappell Jewelers, Inc., Wil- 
mington, Del.; Lewis Kuhn, Kuhn’s 
Jewelry Store, Russell, Kansas; 
Gareth C. Purdey, Draper Jewel- 
ers, Draper, N. C.; Darwin R. Neu- 
meister, Black, Starr & Gorham, 
New York; Michael Athans, Black, 
Starr & Gorham, New York; Ches- 
ter L. Leider, Mermod-Jaccard- 
King, St. Louis, Mo.; and Clifford 
R. Millsap, Millsap-Johnson Jewel- 
ry Co., Kansas City, Kansas. 


Elgin buys two clock manufacturers; 
names Fickes new corporate president 


Elgin National Watch Co. an- 
nounced its re-entry into the clock 
business and the election of a new 
president March 17. 

The company purchased for cash 
certain fixed assets and goodwill 
of the Welby Corp. in Chicago and 
Bradley Time Corp. in New York. 

Robert O. Fickes will become 
Elgin’s president and chief execu- 
tive officer April 3. He succeeds 


James G. Shennan who resigned 


last fall. 

Henry M. Margolis, board chair- 
man, said the clock companies will 
be operated as separate divisions. 
They had combined sales last year 
of about $6.2 million. Elgin’s sales 
for the fiscal year ended Feb. 28 
were $33 million. 

Welby and Bradley will continue 
to sell clocks under their establish- 
ed trade names. Elgin will also 
market a line of clocks under its 
own name, Margolis said, aiming 
for minimum annual sales initially 
of $3 million. 


Welby is a large producer of 
wall clocks and also sells weather 
instruments. The Bradley line spe- 
clalizes in small alarm. clocks. 

Elgin’s new president was for- 
merly department general manager 
for the automatic blanket and fan 
department of General Electric Co. 
in Bridgeport, Conn. Fickes was 
with G.E. for more than 30 years, 
including six years as_ general 
manager of the clock department. 

He will be in overall charge of 
the corporation’s abrasives, elec- 
tronics and inicronics divisions, as 
well as the watch division. His 
headquarters will be at Elgin, IIl. 

“Elgin has always been a symbol 
of a quality product produced with 
skill and craftsmanship to give 
long and good service,” Fickes 
said. ‘““Accuracy, dependability, ser- 
vice will continue to be the bywords 
at Elgin.” 

Fickes said he contemplates ‘no 
radical changes in structure and 
procedures.” 
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with GIBSON WEDDING BOOKS 





G 952/72 rn, MW 2100 ‘Musica! 


G 712 
Display and suggest Gibson Wedding Books to the bride- 
to-be, her family and friends, as engagement or shower 
gifts! Gibson Wedding Books insure safe keeping of a bride’s 
priceless mementos and photographs of engagement, wed- 
ding, reception, guests, gifts, honeymoon, first home. 


| Don’t forget .. . Gibson Wedding Books are nationally ad- 
| vertised year round in The Bride’s Magazine — each year 
| reaching 414 million brides, their families and friends! 
) 


G 842 
A wide selection for the bride, by 
Gibson: Wedding Record Books, (Px the 
Wedding Gift Lists, Guest Books, —’\ ZA : 
Photo Albums, Musical Wedding L P THE . . SOFC ater 
Books, Jeweled Wedding Books, NJ NORWALK, CONNECTICUT 
Wedding Trip Books. For a NZ Gibson Memory Books ... don’t forget! 
information write Dept. JK-422 Showrooms at 225 Fifth Avenue, N.Y. and The Dallas Trade Mart. 
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Former division of Ellmore Silver Co. 
re-organized with new financial backing 


Although last-ditch efforts in De- 
cember failed to save the Ellmore 
Silver Co. from business failure, 
one former division of the Meriden, 
Conn., firm has been restored to 
operation with new financial back- 
ing. 

Assets of the W. & S. Blackinton 
Co., previously the silverplate divi- 
sion of Ellmore, were recently ac- 
quired by a new corporation. Fi- 
nancial support came from Irving 
R. Stich, a Hartford area builder 
and developer. 

Bruin T. Lipman, formerly head 
of Ellmore, is president of the new 
company. 

Blackinton was the one division 
of Ellmore which had shown steady 
and rapid growth. It was origi- 
nally founded in 1865 in North At- 
tleboro, Mass., and was moved to 
Meriden after it was acquired by 
Ellmore in 1938. 

Assets of the parent company, 
assigned to creditors in December. 
were subsequently sold to Alexan- 
der Land of New York. The new 
corporation purchased the Blackin- 
ton assets from Land in late Feb- 
ruary. 

“My investigations showed the 
Blackinton name has tremendous 
appeal throughout the entire silver 
industry,” Stich said. “With a real- 
istic fiscal policy and aggressive 
management, I feel the firm is des- 
tined to quickly resume a position 
of leadership in the industry.” 

Richard C. Warner, former as- 
sistant sales manager of Ellmore, 
was named sales manager for 
Blackinton. Ellmore’s former per- 
sonnel manager, Edward Edelberg, 
is comptroller of the new firm. 

Lipman said the company’s pol- 
icy would emphasize quality. “We 
have the technical know-how to 
produce the best silverplated items 
on the market. This is our major 
objective.” 

A new quality control system 
was initiated as the first step in re- 
establishing the firm. Many fringe 
items were eliminated from the 
line. 

An advertising agency has been 
contracted to design and produce a 
catalogue for distribution by mid- 
May. 
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Bruin T. Lipman 
heads reorganized firm 


Office facilities were expanded 
and a new showroom constructed 
at the plant site in Meriden. Pre- 
serving a 14-year tradition, the 
firm reserved the Petit Salon at 
the Park Lane Hotel for this year’s 
RJA convention and trade show in 
New York in August. 

“We are starting with a basic 
line of about 100 items in high 
quality silverplate,” Lipman said, 
“but our horizons are unlimited. 
Our entire operation is being 
geared for expansion right from 
the start.”’ 


Crown Silver acquires 
part of Ellmore Silver 


Crown Silver Inc. of New York 
has purchased a “substantial” por- 
tion of the sterling silver hollow- 
ware divisions of the recently-liq- 
uidated Ellmore Silver Co. of Meri- 
den, Conn. 

Crown acquired all tools, dies, 
machinery and inventory of the 
Amston Sterling Silver operation 
at Amston, Conn. The New York 
firm also bought some of the equip- 
ment and inventory of one of 
Ellmore’s former divisions at Meri- 
den, the Frank M. Whiting Co. 

The Amston operation will be 
combined with the Crown line and 
moved to the firm’s factory at 48 
Walker St. in New York. The 
Amston line will continue to be 
sold only to wholesalers. 


The Whiting line of glass and 
sterling will be manufactured by 
Crown’s Revere Silver Co. division. 
Revere sells directly to retail jewel- 
ers and department stores. 

The acquisition marks another 
step in Crown’s expansion, which 
in the last six years has included 
the purchase of Revere Silver, Has- 
selbring Silver and Wolfenden Sil- 
ver Corp. 


159th JBT ‘Red Book’ 
published last month 


The Jewelers Board of Trade is 
distributing the 159th semi-annual 
edition of its Confidential Refer- 
ence Book to its members. 

The “Red Book” contains names, 
addresses, business classifications 
and capital and credit ratings of 
over 43,000 manufacturers, whole- 
salers and retailers of jewelry store 
merchandise throughout the United 
States. 

More than 10,000 changes were 
made in the new edition from the 
previous publication last Septem- 
ber. 


‘‘Created’’ will continue 
in Chatham advertising 


Spring promotion plans for the 
man-made product of Carroll Chat- 
ham will continue to use the dis- 
puted term, “Chatham-created 
emerald.” 

A spokesman for Cultured Gem 
Stones, Inc., a division of Ipekd- 
jian, Inc., which distributes the 
product, said advertising mats, 
packaging and other materials 
have been prepared and are in use 
—with the phrase included. 

An addition to the advertising 
copy has been made, however, 
pointing out that the stones are 
not natural emeralds, but are a 
product developed by Chatham. 
This notice will appear in the 
same position in all of the com- 
pany’s ads, the spokesman said. 


Midwest jeweler named 
to SBA council post 


Cortland J. Silver, owner of a 
nine-store midwestern jewelry 
chain, will serve as a vice-chairman 
of the Small Business Administra- 
tion’s newly revamped National 
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Electric 


Impossible? 
No! The new Timex Electric sells for $29.95 


as crystal, crown and back are intact. It is also shock- 
resistant. Its new “‘full-count”’ second hand pinpoints the 


An electric watch is news at $100... any price. 
At $29.95 plus tax it’s almost unbelievable. 
Except that’s what people have come to expect 


from Timex. Take the history-making new 
Timex Electric, for example. The precision 
engineered new jeweled Dynachron move- 
ment runs more than 12 months (on or off the 
wrist) without winding. The tiny energy cell 
that powers it is no bigger than an aspirin tab- 
let. It is also very inexpensive (about $1.50) 
and easily replaced. Naturally, the new Timex 
Electric is waterproof and dustproof as long 


More people buy TIMAEX than any other watch 
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seconds one by one. To sell it, there’s none other than 


\merica’s greatest watch salesman: television’s 
own John Cameron Swayze. See him, hear 
him, April 16th, NBC White Paper, 10-11 p.m. 
EST; April 21st, Jackie Gleason Special, CBS 
8:30-10:00 p.m. Est; May 23rd, NBC White 
Paper, 10-11 p.m. EDsT. 

Timex Assortment No. 101 includes 3 electric watches 


plus this dramatic flasher display .. . FREE. Ask your 
Timex distributor for details. 


in the world /375 Park Avenue, New York 22, N. Y. 
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Small Business Advisory Council. 

Membership on the national 
council will be made up of vice- 
chairmen from each of 15 regional 
councils being organized. Members 
will serve in a purely advisory ca- 
pacity without pay. 

The council’s role will be to 
bring the problems of local small 
businessmen into sharper focus and 
to suggest to SBA where certain 
programs and services might be 
improved. 

Silver is president of C. J. Silver 
Jewelers, Inc., of St. Paul, Minn., 
and Cortland Jewelers, Inc., of 
Wisconsin. He also heads Debbie 
Wholesale Jewelers in St. Paul. 

John E. Horne, SBA administra- 
tor, will act as chairman of the 
advisory council. 


Curtis Publishing Co. 


does flatware analysis 
Market for Flatware is the title 


of a 27-page analysis published last 
month by the research department 
of Curtis Publishing Co., Indepen- 
dence Square, Philadelphia. 

Subjects include production data, 
market indications, consumer char- 
acteristics and outlook summaries 
for sterling, plated and stainless 
steel flatware, as well as silver pol- 
ish. Copies are available from 
Curtis. 


se 


AOS: 


ONEIDA PATTERNS INTRODUCED TO PRESS: D. E. Sanderson, left, vice- 
president of Oneida Silversmiths, and J. W. Dawes of Oneida’s New York 
office show new Grandeur pattern in Heirloom Sterling to Eileen O’Connell of 
Harper’s Bazaar at a recent press party. The editors were introduced to Oneida’s 
new patterns in sterling, silverplate, stainless and melamine dinnerware. 


Stepped-up sales plan 
cited at Traub meeting 


Carl Bross, general manager of 
Traub Manufacturing Co., manu- 
facturer of the Orange Blossom en- 
gagement and wedding ring line, 
outlined the firm’s plans for an in- 
tensified 1961 sales program at a 


EMPLOYEES HONOR WEILL: Milton Weill, left, former president and now 
chairman of the board of Arrow Manufacturing Co., receives a plaque from 


company employees, citing him for 


“35 years of outstanding direction and 


leadership.” August Cariello and John Pelligrino of production department 


make presentation. 
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recent sales meeting. 

Styling, packaging, advertising 
and market research were respon- 
sible for the increased 
1960, Bross said. “But, the main 
reason was the acquisition of 175 
new dealers during the year... 

He stressed the prominence of the 
retail jeweler in the Orange Blos- 
som marketing chain. 

The dealer remains the 
point of the new program. Orange 
Blossom advertising is focused on 
merchandise rather than sentiment. 
The company’s sales force takes in- 
ventory of the dealer’s stock of en- 
gagement and wedding rings. He 
is given a copy enabling him to 
order only what he needs. 

An 18 per cent sales increase in 
1960 was the direct result of a 
like program. 


sales in 


focal 


Bulova holds symposia 
on details of ‘Accutron’ 


Bulova Watch Co. is conducting 
a series of technical symposia to 
acquaint jewelers, watchmakers 
and watch repairmen with details 
of its “Accutron” electronic time- 
piece. 

Max Schwartz, a veteran watch- 
maker, is conducting the 23 meet- 
ings. Ten sessions were held last 
month in Nebraska, lowa, Kansas, 
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From the date of its first appearance, in June 1960, 
the JC-K Directory Issue has become the refer- 

ence book of the jewelry industry. Thousands of 
comments from jewelers, manufacturers, importers 
and wholesalers document the vital part the 

JC-K Directory Issue plays in uniting the buying 
and selling interests of the jewelry industry. 


TAKE ADVANTAGE OF THIS TREMENDOUS 
USER-CONFIDENCE! 


OVER 22,000 CIRCULATION: 


As an advertiser, you are assured of a great and 
alert audience of active buyers. This guaranteed total 
circulation of well over 22,000, like the data 

in the Directory Issue sections is verified! This 
great, well-placed distribution immediately becomes 
usership—buying power in action! 


A FULL YEAR OF SUPER ADVERTISING POWER! 


Combining editorial data of a reference nature with 
an all-verified source for buying information, 

the 1961 JC-K Jewelers’ Directory Issue will be a 
valuable year-long business tool for the 

jewelry industry, a day-in-day-out producer for 
advertisers. A modest investment in advertising 
space provides a unique opportunity to increase your 
recognition, prestige and sales! 





Here’s All You Invest for 12 Months’ Display in 
the 1961 JC-K Jewelers’ Directory Issue: 


if you supply mer- 1/12 page (244" x 23%"). .$ 69 
chandise or ser- AZ page (2144" x354").. 97 
vices to the retail 1/6 page (2144" x 4%")... 115 
jeweler, your ad- 14 page (334" x 47%")... 150 
vertising belongs 1/3 page (24%" x10”) .. 200 
in the RETAIL lf, page (7 x4%").. 250 
JEWELERS’ SUP- 2/3 page (414” x 10”) 385 
PLIERS SECTION. Full page (7” x10”) 450 


If you offer ser- wholesalers may expand their 





vices, supplies or 
equipment to man- 
ufacturers your 
advertising be- 
longs in the MAN- 
UFACTURING 
JEWELERS’ SUP- 
PLIERS SECTION. 


free, Yellow Section listings by 
using l-inch advertising units 
placed directly beneath the dis- 
tributors’ listing in the special 
Wholesalers Section. This is a 
geographical, alphabetical listing. 
Each l-inch unit (314” wide) is 
only $45. 








FOR RESERVING PRECIOUS ADVERTISING SPACE IN THE 


JEWELERS’ 
DIREC T ORY 


ag 


IT’S EASY TO MAKE THE APRIL 17 
DEADLINE FOR RESERVATIONS 
Simply call your nearest JC-K office now 


and give them your instructions— 
copy, layout and plates can follow. 


THE JEWELERS’ CIRCULAR-KEYSTONE — Chestnut & S6th Sts., Phila. 39, Pa. 


Closing Date April 17th! 


IEVU FLERS IR« ULAR KEYSTONE APRI! 1941 


New York: 100 E. 42nd St., OXford 7-3400 
Providence: !ndus Bank Blidg., GAspee 1-5281 
Chicago: 360 N. Michigan, RAndolph 6-2166 
Los Angeles: 198 S. Aivarado, DUnkirk 7-4337 
San Francisco: 1355 Market, UNderhill 1-9737 
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HERE’S HOW IT WORKS: Max 
Schwartz, center, technical service di- 
rector for Bulova Watch Co., uses 
giant model to explain operation of 
ratchet wheel in Bulova’s “Accutron” 
electronic timepiece. Getting the les- 
son are Israel Pearl, left, of Lenox 
Hill Jewelers, New York, and Mike 
Wilson of Wilson & Son, Scarsdale, 
N. Y., at a meeting of the Consoli- 
dated Retail Jewelers of New York 
and New Jersey. 


Missouri and Texas. 

For April, the day and location 
ef the symposia scheduled are as 
follows: 4, Californian Hotel, 
Fresno, Cal.; 5, Utah Hotel, Salt 
Lake City, Utah; 6, Hilton Hotel, 
Albuquerque, N. M.; 7, Hilton Ho- 
tel, E] Paso, Tex.; 11, Sheraton 
Hotel, Akron, Ohio; 12, Neil House, 
Columbus, Ohio; 14, Commodore 
Perry Hotel, Toledo, Ohio; 16, Ho- 
tel Patrick Henry, Roanoke, Va.; 
19, Hotel Monticello, Norfolk, Va.; 
22, Conway Hotel, Appleton, Wis.; 
25, Skirvin Hotel, Oklahoma City; 
26, Statler-Hilton Hotel, Dallas; 
and 30, Milwaukee Inn, Milwaukee, 
Wis. 


Fo 


was” ee te 


Chilton Co. journalist, 


Paul Wooton, dies 


Paul Wooton, 79, Washington 
member of the editorial board of 
the Chilton Co., publishers of 
JEWELERS’ CIRCULAR-KEYSTONE and 
18 other business magazines, died 
suddenly Feb. 16. 

Wooton’s distinguished career as 
a journalist spanned 46 years. He 
was a co-founder of the Society of 
Business Magazine Editors and had 
headed several other press organi- 
zations in Washington. He was 
also Washington correspondent for 
the New Orleans Times-Picayune. 

President Kennedy, the sixth 
President to know him, called 
Wooton a “distinguished journal- 
ist who contributed much to his 
profession and his country.” 


Gold filled association 


re-elects Edson Sawyer 


The Gold Filled Manufacturers 
Association re-elected Edson W. 
Sawyer of Improved Seamless Wire 
Co., Providence, as president and 
director, at the association’s annual 
meeting. 

Lloyd W. Chase Sr. of Standard 
Metals Corp., North Attleboro, 
Mass., was re-named treasurer and 
director. 

Newly-elected as officers were: 
W. F. Mittendorf of D. E. Make- 
peace Division, Engelhard Indus- 
tries, Attleboro, Mass., vice-presi- 
dent and director; and Herb Phil- 
lips and S. J. McCormick of Metals 


LINDE BRIEFS CHICAGO JEWELERS: A group of manufacturing jewelers 
and wholesalers in Chicago meet with representatives of Linde Stars for a 
presentation of the company’s advertising and promotion plans for 1961. Simi- 
lar meetings were held in New York, Newark, Buffalo and Los Angeles. A 
chart of sales growth prepared for the meetings showed Linde Star sales in 1960 
set new records for volume and have increased 163 per cent since 1958. 
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Edson W. Sawyer 
heads Gold Filled group again 


& Controls Inc., a division of Texas 
Instruments, Attleboro, clerk and 
assistant clerk, respectively. 

Other directors elected for one 
year were: Robert Cunningham of 
Horton Angell Co., Attleboro; 
James Fish of Metals & Controls 
Inc.; H. James Stern of I. Stern 
& Co., Mount Vernon, N. Y.; 
George Knight of E. N. Cook Plate 
Co., East Providence, R. I.; and 
Philip Leach of Leach & Garner 
Co., Attleboro. 


Imperial Pearl executives 
meet Japanese officials 


Sidney A. Weiss, president of 


Imperial Pearl Syndicate, and 
Hans Clapper, executive vice-presi- 
dent, conferred last month with 
Japanese government officials in 
Tokyo, aiming to selve problems 
confronting the cultured pear! in- 
dustries of both countries. 

Improvement of quality of the 
cultured pearl and an expanded 
promotional campaign were the 
two major points discussed. 


Zale conducts training 
for district supervisors 


It was “back to school” for 35 
district managers and supervisors 
of Zale Jewelry Co. in late Febru- 
ary when the jewelry chain con- 
ducted management training ses- 
sions at the Statler-Hilton Hotel in 
Dallas. 

Day meetings covered the com- 
pany’s spring merchandising, ad- 
vertising and promotional pro- 
grams. Emphasis was placed on 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print'' at the time 
orders are received. We can supply tities from leading publishers. All prices 
quoted core net. No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES $12.50 4 KEY TO PRECIOUS STONES 
G. F. Herbert Smith . J. Spencer, D.Sc., F.R.6.S. 

Liberally illustrated 13th Edition—560 pgs. ttesnrated werk on gems 

$6.75 


GEMS AND GEM MATERIAL 
Drs. Krous end — STORY OF THE GEMS 
Study of all basic ond rore gem materials Herbert P. Whitleck 
Mineralogical background ef precious, semi- 


DIAMOND TECHNOLOGY precious stones 


Pau! Grodzinski 
seO expel cieay Micswatiene—S88 pgp. GETTING ACQUAINTED WITH MINERALS $6.95 
George L. English & Davis E. Jensen 


THE WORLD OF JEWEL STONES 
Michoel Weinstein Instructions for identifying ever 500 different 
Valvoble reference boek—448 pgs. minerals 


HANDBOOK OF GEM IDENTIFICATION 
Richard T. Liddicoat, Jr. 
Generously illustrated—352 pgs. 


$3.50 $7.00 


$5.95 
GEM Testes Second edition 
W. Anderson, 8.5c., F.G.A. 
Stenple scientific test- 


$10.00 


$12.50 A FIELD GUIDE TO ROCKS & MINERALS 
Dr. Frederick H. Pough 


$4.50 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


JEWELRY ENGRAVER’S MANUAL HERALDIC DESIGNS AND ENGRAVING $10.00 
John J. Bowman & R. Allen Hardy J. M. Bergling & A. Tuston Hay 

Complete ond authoritetive, profusely illus- Deluxe Edition—I!lustrated handbook and dic- 

trated—143 pgs. tionary of terms—92 pgs. 


JEWELRY, GEM CUTTING AND METALCRAFT 
William T. Baxter 
Many illustrations—360 pgs. 


JEWELRY AND ENAMELING 


Greta Pack 


ENGRAVING ON PRECIOUS METALS 
Brittcin, Wolpert & Morten 
Textbook for beginner or expert—225 pgs. 


JEWELRY MAKING AS AN ART EXPRESSION $6.50 


D. Kenneth Winebrenner 





$4.25 JEWELRY REPAIR MANUAL 


R. Allen Hardy & John J. Bowmen 
Guide te tools and techniques of repairing 
—alse stone setting—166 pgs. 


JEWELRY DESIGHING & APPLIED DESIGN 


seamen go full page drawings 


ART MONOGRAMS & LETTERING 
19th Deluxe Edition—102 pgs. 


ART MONOGRAMS & LETTERING 
18th Edition—paper cover—40 pgs. 


ENGRAVING STYLE CHARTS 
Assorted—order by the dor. 


JEWELRY & SILVERWARE ENGRAVING 
CHARTS 


$4.85 


$40.00 “- 
PRINCIPLES OF ELECTROPLATING AND | 
ELECTROFORMING 
Williem Blum & Geo. 8B. Hegeboom 
Revised ond enlarged edition 


$6.25 
$3.00 
$4.00 
$2.00 


$4.95 


JEWELRY MAKING FOR SCHOOLS, TRADES- 
MEN, CRAFTSMEN Soft Cover $2.95 
Hard Cover $4.25 
Murray Bevin 


Describes of! techniques, procedures of making 
jewelry 


$7.80 


J. M. Bergling 
Set of four 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


WATCH REPAIRERS MANUAL $6.50 
Henry 8. Fried 
Covers all pheses of watch repelring—306 pgs. 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 
2,000 entries—140 pgs. 


WATCHMAKER’S LATHE AND HOW 10 
USE IT 





WATeR AND CLOCKMAKER’S HANDBOOK 


Britten—Revised by J. W. Player 
15th “Geliten 405 pgs. 


$15.00 GEARS FOR SMALL MECHANISMS 
W. 0. Davis 


Gear construction and adjustment 


$5.00 


WITH THE WATCHMAKER AT THE BENCH 


Donald DeCarle 
7.50 Profusely illustrated—243 pgs. 


$3.50 WATCH REPAIR (1957) 
Harold C. Kelly 
Theoretical, practical and mechanical pheses 


of horology—248 pgs. 


$4.85 


Donald DeCerle 
Detailed explanations and Iilustrations—154 pgs. 


PRACTICAL COURSE IN HOROLOGY 
Herold C. Kelly 
Watch construction, repalr maintenance, etc. 


—192 pgs. 


CLOCK AND WATCH ESCAPEMENTS $7.50 
W. J. Gazeley 

Description of and escapements’ illustrations— 

794 pgs. 


$3.25 


On Silver for the Jeweler, Silversmith, Collector 


PRACTICAL CLOCK REPAIRING 
Donald DeCarle 
450 illustrations—230 pgs. 


and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX 
1958 EDITION 


Jewelers’ Circular-Keystone 
Without Binder $17.50 
With Leather Binder $27.50 
More than 1,200 Iliustrations—indexes of 
pettern nemes 


ENGLISH SILVER—1675-1825 
Stephen G. C. Enske & Edward Wenhem 
Line drawing illustrations—109 pgs. 


THE GOLDSMITH’S AND SILVER- 
SMITH’S MANUAL 
Staten Abbey 
For these working in precious metals— 
105 pgs. 


$5.00 


BOOKS OF OLD SILVER 


Seymour 8B. Wyler 


20,000 halimarks—447 pgs $5.00 


Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany ali orders. Do not send cash. Prices subject to change without notice. Ne books sent on approval. 
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tightening up store operations and 
techniques. 

At evening sessions the super- 
visory personnel rehearsed and re- 
viewed the discussions conducted 
during the day. 

“We have grown rapidly since 
last April 1, and we anticipate still 
more growth this year,’ Ben A. 
Lipshy, Zale president, said. “The 
additional have and 
those we expect to open or acquire 
in the next year necessitate im- 
proved supervision.” 

The firm’s directors announced 
that three new stores opened in 
early March gave Zale 188 stores 
and leased departments in 32 
states. The board declared the 
regular quarterly dividend of 25¢ 
per common share, payable April 
10. 


stores we 


Rhode Island wil! hold 
Silver, jewelry contest 


A National Hollowware, Flat- 
ware and Jewelry Competition will 
be held in conjunction with the 
Third Annual Rhode Island Arts 
Festival May 22-30 in Providence. 

Entries must be original hand- 
crafted work. Four $100 prizes will 
be awarded, one each in hollowware 
and flatware and two in jewelry. 
Work may be delivered to the Fes- 
tival’s agents in Boston, New 
Haven, Worcester or Providence, or 
may be sent to the Rhode Island 
Arts Festival, Box 421, Providence, 
a ie 

Some 75,000 visitors are expected 
to see the jewelry and silverware 
exhibit on the Providence “Mall.” 


Technical papers read 
at annual IDA meeting 


Two papers dealing with dia- 
mond applications were presented 
at the 16th annual meeting of the 
Industrial Diamond Association of 
America, Inc., Mar. 12-16 in Holly- 
wood, Fla. 

The technical session Mar. 15 fol- 
lowed two days of general meet- 
ings. Reading the papers were rep- 
resentatives of General Electric 
Co., Detroit, and the industrial dia- 
mond division of Engelhard Ha- 
novia, Inc., Newark N. J. 

The technical session was fol- 
lowed by a reception and banquet. 
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Ohio watchmakers guild takes action 
to introduce its members to the public 


z 


’ 


Booth of Northwestern Ohio Watchmakers Guild 
a good response at Home and Travel Show 


How to make themselves and 
their guild known to the public 
that was the problem tackled by 
members of the Northwestern Ohio 
Watchmakers Guild. 

The resulting project, initiated 
last fall, was climaxed Feb. 4-12 
at the Toledo Home and Travel 
Show. 

Some 43,000 people attended the 
show where the guild sponsored a 
booth offering information, free 
inspections of rings and timing of 
watches, entry blanks for a give- 
away contest and a display of his- 
toric timepieces. 

The guild decided on the booth 
after several members visited the 
Fort Wayne, Ind., guild, last fall, 
and learned of their success with 
a similar project in Fort Wayne. 

After advising area watchmak- 
ers and jewelers of the proposed 
display at the Toledo show, the 
guild’s membership swelled from 
22 to 36 active members and 14 
jeweler associates. Previously, 
there had been no membership in 
the latter category. 

Visitors to the guild’s booth 
were given a sheet listing names 
and addresses of guild members 
and associates. To be eligible for 
one of the prizes given away by 
the Guild last month, a section of 
the sheet had to be detached and 
deposited at any of the members’ 
businesses. 


Some 10,000 of these sheets were 
distributed. The guild reported 
that few appeared to have been 
discarded. 

At the end of what was described 
as a “busy and hectic” week, the 
guild pronounced the promotion a 
success and decided to repeat it 
again next year. 

“The rebuilding of the public’s 
confidence in us had to start some- 
where,” George W. Cordes, presi- 
dent of the guild, commented. 
“Where better could it be done 
than at a public show that draws 


** 


many thousands of people? 


New York watchmakers 
make convention plans 


Directors of the New York State 
Watchmakers Association, meeting 
in Utica Feb. 18-19, heard a re- 
port from Stearns P. Cummings 
on plans for the group’s fall con- 
vention. 

Cummings is chairman of the 
committee planning the conven- 
tion, scheduled for Sept. 16-17 at 
the Hotel Statler in Buffalo. Strong 
support for the meeting is antici- 
pated from the Buffalo-Niagara 
area watchmakers. 

Final arrangements 
made at the quarterly board meet- 
ing for the association’s support 
of the Watch Inspection Month 
promotion in March. 


were also 
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All display space taken 
at United Jewelry Show 


Some 305 lines will be shown at 
the Fall United Jewelry show, Apr. 
28-May 5 in Providence. 

According to Charles C. Bulkley, 
show manager, demand exceeds the 
space available on the five floors of 
the Sheraton-Biltmore Hotel used 
for the show. Only wholesale jew- 
elry buyers are invited to attend. 

Bulkley predicted’ that 
would continue to be popular at the 
show. However, a number of con- 
cerns indicated that the bead per- 
centage of the market may shift 
in the months to come, he added. 


beads 


Kay Jewelry president 
to be honored May 3 


Cecil D. Kaufmann, president of 
Kay Jewelry Stores, will be hon- 
ored for his role as philanthropist, 
civic and educational leader at New 
York’s Waldorf-Astoria May 3. 

The jewelry and allied industries 
will pay him tribute at their an- 
nual dinner for the benefit of the 
National Conference of Christians 
and Jews. Gen. Omar N. Bradley, 
board chairman of Bulova Watch 
Co., is chairman of the event. 


Diamond association gets 
Israeli industry report 


The Hon. A. Manor, finance min- 
ister to Israel in the United States, 
addressed the annual meeting in 
January of the Diamond Manufac- 
turers & Importers Association of 
America. 


a 


&, 
' 


The DMIA later decided to join 
with the Diamond Dealers Club and 
the Diamond Trade Association in 
sending a joint letter to Israeli of- 
ficials, giving the American dia- 
mond industry’s position on the 
Israeli government’s relation with 
the industry in that country. 


Timex continues fight 
against discounters 


U. S. Time Corp. has announced 
that it wil) continue its program 
of enforcing fair trade prices for 
Timex watches. 

Robert Mohr, sales vice-presi- 
dent, disclosed that within the past 
16 months the firm has brought 75 
legal actions against violators in 
New York, New Jersey, Pennsy!]- 
vania, Delaware and Illinois. 

These efforts, Mohr said, have 
“narrowed down the degree of dis- 
counting substantially.” Timex 
watches are fair traded at from 
$6.95 to $19.95. 

Firms found by U. S. Time to be 
underselling the product are given 
every opportunity to adjust prices 
to list before the company resorts 
to legal action. They are first 
warned, given ten days to two 
weeks to re-mark merchandise. A 
Timex survey team then checks for 
compliance. 

The company admits that en- 
forcement of fair trade is expen- 
sive (Timex has invested a half 
million dollars in preparing and 
bringing legal actions), but warns 
that cost will be no deterrent. ““We 
are going all the way against un- 
fair pricing,” Mohr said. 





ee 


SOUTHWESTERN 24K CLUB DINNER: Officers and directors of the South- 
western 24K Club of Dallas gather at the organization’s first annual dinner 
Feb. 18. The club is promoting downtown Dallas as a jewelers’ market. 
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Tulsa jewelers win 
direct mail competition 


A catalog from Sloan’s Jewelers 
in Tulsa, Okla., won top honors in 
a direct mail competition sponsor- 
ed by the Oklahoma Advertising 
Clubs. 

The catalog was judged on its 
appearance, costs and results. It 
was mailed to approximately 5000 
customers and prospects in a three- 
state area with order blanks and 
postage-paid envelopes. 

According to George Sloan, foun- 
der of the firm, the catalog is “top 
quality,” featuring many one-of-a 
kind pleces. 

“The fact that we made many 
direct sales from the catalog, and 
received unnumbered complimen- 
tary remarks from customers and 
friends, makes us feel the entire 
effort was a success,” Sloan said. 


Parker and Eversharp 
combine sales forces 


Parker Pen Co. and Eversharp 
Pen Co., a division of Parker, have 
merged their sales forces. Accord- 
ing to William C. Cummings, gen- 
eral manager of the Eversharp 
division and Parker vice-president, 
the move completes Eversharp’s 
integration into the Parker oper- 
ation. 

“We feel that the sales force 
integration opens up a vast new 
era for Eversharp in which we 
have not only opportunity, but the 
capability for expanding our dis- 
tribution,” Cummings said. 

The integration is advantageous 
to the trade, Cummings explained, 
since a buyer can now look at a 
pen line ranging in price from 
39¢ to $150. 


Globe Security acquires 


electronic specialist firm 


Globe Security Systems of Phila- 
delphia, formerly Globe Interna- 
tional Detective System, has pur- 
chased the J. H. Sparks Co. of 
Philadelphia, which specializes in 
electronic communications. 

Globe, the country’s third larg- 
est security services organization, 
said the acquisition was part of a 
program for expanding its elec- 
tronic protective system services. 
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State of the Jewelry Business 


Retailers’ excise taxes total $169 million in 1960, up 6.1 per cent 


Retailers’ excise taxes on jewelry 
also the subject of discussion on 
IMPORT “il 

> - a omen pope ns oe page 86 of this issue) totaled more 

: rom Jan. an.-Dec. rom Jan.- aE | . 

than $169 million last year. This 

1961 1960 1960 Dec. 1959 Lececihdl Sat edie aa 

WATCH MOVEMENTS (units) — a opting more than was 
collected in 1959. 

0-1 jewel 275, —21. — 

2.7 mel ae = ye aa Figures released recently by the 

8-15 jewels 3,088 —41.0 : 51,827 _18.3 Internal Revenue Service on fourth 

16, 17 jewels 262,464 —5.7 5,983,789 —1.7 quarter 1960 collections show the 

over 17 jewels 974 +164.7 18,681 —2.7 tax paid on jewelry to have been 

all movements 590,535 —16.2 14,113,069 —3.5 $34.3 million, a 4.6 per cent rise 


DIAMONDS over the final quarter of the previ- 


—_— oy — . 158,100 +7.7 1,365,216 —15.1 ous vear, 

uncut, by value 5,356,648 —3.1 $86,996,035 —6.2 a a oie 

suk, ievenaie 69.434 403 09945 —128 ; _— oe nccmngete a “rs 

cut, by value $6,355,717 +11.1 $78,006,872 9.7 argest share of the tota, retal 
excise taxes collected during the 


CULTURED PEARLS $687,982 +3.9 $13,933,751 +6.5 quarter (about 40 per cent). The 
$353,032 -—20.8 $5,896,737 —42.4 percentage gain in jewelry tax rev- 

| ; | ere + Ween enene-n--- enues, however, did not match the 

EXCISE TAXES % change % change overall increase of 7.6 per cent in 


Oct. Dec. from Oct.- Jan. Dec. from Jan.- total excise taxes over the same 

1960 Dec. 1959 1960 Dec. 1959 quarter of 1959. 
AMOUNT COLLECTED Another interesting comparison 
ee ae 263,588 +6.1 can be made between recession 
eat ne sian PLAC) year 1958 and 1960, when the cur- 
rent recession began. Excise taxes 








VITAL STATISTICS % change % change 


Jan. from Jan. Jan.-Dec. from Jan.- , ' 
on jewelry collected last year were 


1960 1960 Dec. 1959 
nearly 10 per cent greater than the 
MARRIAGES +3.2 1,527,000 +2.2 taxes collected in 1958. 
BIRTHS 4,247,000 —0.05 Another indicator of the retail 


jewelry business last year is pro- 
FAILURES % change % change vided by a year-end survey con- 
Feb. from Feb. Jan.-Feb. from Jan.- ducted by the Retail Jewelers of 
1961 1960 1961 Feb. 1960 America. 

CASH JEWELERS 15 cee 24 0.0 The 449 stores responding to the 
erteroangiin na gama : Baa 1 — RJA survey reported a decline of 
WHOLESALERS . hes we ot hncecens sera se 
ae ° S gery — from less than $50,000 to more 

than $1 million. 
The most revealing figures in the 
o% change % change RJA study were the comparisons 
Renn “tee den. between December sales last year 
JANUARY 1961 Jan. 1960 Dec. 1959 and the year previous. Stores in 
0 o FINE JEWELRY, the $50,000 to $100,000 volume 
—— fo ae WATCHES —y +1 range had . — — of 
SILVERWARE, 5.4 per cent. Sales were off an aver- 
ee ee CLOCKS —13 +1 age 5.2 per cent for stores in the 
wala ' COSTUME $100,000-$300,000 range, 4.6 per 
INVENTORY JEWELRY cent for firms with less than $50,- 
ganas 000 volume and 4.0 per cent for 
METAL PRICES—MID-MARCH 1961 stores with more than $300,000 in 

(troy ounce, large lots) sales. 
Mid.-Mar. One Year For the first 11 months of 1960 
1961 Ago the 449 stores reported sales aver- 
SILVER $.91% $.91% . aging about the same as the first 
PLATINUM $82 $82 . 11 months of 1959. The average 
PALLADIUM $24 $24 . decline in December of 4.8 per 
IRIDIUM $75 $70 ; cent pulled the average down for 
the year. 


WHOLESALE JEWELERS’ - DEPARTMENT STORE SALES 
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Nine seminars planned 
for MJ&SA exposition 


Nine seminars—geared to the 
interests of the medium-sized jew- 
elry and silverware plant — will 
highlight the Convention and In- 
dustrial Exposition of the Manu- 
facturing Jewelers and _ Silver- 
smiths of America Inc. 

All producers of jewelry, silver- 
ware and allied products are in- 
vited to the get-together at the 
Sheraton-Biltmore Hotel in Provi- 
dence Apr. 19-21. 

For the exposition phase of the 
event, commercial exhibits of mate- 
rials, equipment and services will 
be displayed on the second and 17th 
floors of the hotel. 

An MJ&SA announcement said 
the convention committee, in plan- 
ning the seminars, restricted sub- 
jects “to ‘down-to-earth’ in-plant 
problems, avoiding a wide diversity 
of theoretical topics... .” 

Speakers will include top author- 
ities in their fields, the association 
said. No registration or admission 
fee will be charged. Attendance 
is also open to non-members of 
MJ&SA. 

Tickets for the sessions will be 
sent to those registering in ad- 
vance by mail, guaranteeing a seat 
up to five minutes before starting 
time. 

Here is the convention program: 

April 19: morning, Shipping and 


Transportation and Use of Com- 
pressed Air in Manufacturing; af- 
ternoon, New Electroplating De- 
velopments; evening, Foreman-Em- 
ployee Relations. 

April 20: morning, Display Pack- 
aging as a Merchandising Aid and 
Controlling Precious Metal Loss 
Through Proper Salvaging; after- 
noon, keynote luncheon, The Future 
of Your Jewelry Business, follow- 
ed by Preparing Work for Fin- 
ishing. 

April 21: morning, Modern Meth- 
ods of Metal Joining; afternoon, 
Practical Ideas for the Jewelry 
Toolroom. 


Wisconsin watchmakers 
plan meeting April 22 


Ideas for the 26th annual state | 


convention of the Wisconsin Li- 
censed Watchmakers Association 
were formulated at its January 
meeting in Sheboygan, Wis. 

The development and importance 


of electric and electronic watches | 


will be stressed at the convention 
in Appleton, Wis., April 22. 


Gold Filled group offers 
buyer-maker discussions 


Representatives of leading buy- 
ing organizations will be available 
for discussions with manufacturers 
attending the Industrial Exposition 
of the Manufacturing Jewelers & 
Silversmiths of America April 19- 
21 in Providence. 

The opportunity for buyer-man- 
ufacturer conversation will be of- 
fered at the booth of the Gold 
Filled Manufacturers Association. 

Among the organizations par- 
ticipating are: Associated Mer- 











American Israeli Diamonds 

can reduce your Diamond 

costs ... and increase your 
Diamond Profits 


Its prices are better than 
competitive, based on fac- 
tory prices... 


It eliminates the ‘‘original 
parcel’’ buying method. 

It permits you to buy spe- 
cific qualities, color and 
sizes. 


It assures immediate de- 
livery. 


It extends credit terms to 
fit your individual financial 
picture. 


Call or write for full details 


AMERICAN ISRAELI 
DIAMONDS, INC. 


609 5th Ave., N. Y. 17, N. Y. 
PL 2-4422 
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own guarantee of 
complete satisfaction 
with a Baldwin Band 


chandising Corp., Chelsea Whole- 
sale Jewelry Co., Marcus Purchas- 


AGS ADVERTISING: American Gem 
Society members have been offered 
these new advertising mats and win- 
dow or counter display cards. The 
materials bear the emblem recently 
adopted by AGS. Mats are in one 
and two column sizes and cards are 
8 x 10's. 
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ing Co., National Wholesale Jewel- 
ers Association, Zale Jewelry Co. 
and Kay Jewelry Stores. 


Parker Pen executive 


in Brazilian seminar 


Phelps A. Walker, international 
director of manufacturing for 
Parker Pen Co., was one of four 
U. S. businessmen who conducted 
business seminars in four Brazilian 
cities last month. The meetings 
were arranged by the State Depart- 
ment. 
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BALDWIN BRACELET CORP. 
22 West 48th Street, N. Y. 36, N.Y 
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HADLEY RHINESTONE 
WATCH BAND “TRIO” 


This luxurious, velvet lined snap-shut 
display case holds 3 lovely Hadley 
Ladies Rhinestone Watch Bands. They 
are handsomely made of sterling silver, 
hand set with brilliant rhinestones and 
have safety locks and safety chains. 


Style No. 741 Sug. Ret. $16.50 COST $5.50 
style No. 742 Sug. Ret. 12.95 COST 4.50 
Style No. 743 Sug. Ret. 13.95 COST 4.75 


Total Retail Value $43.40 
Your Cost $14.75 


Order the profitable “TRIO” 
now and get the handsome FREE! 
selling case absolutely... ° 
HADLEY WATCH BAND CORP. 
43 West 24th Street, New York 10, N. Y. 








SEE 
Classified Ads 
on Page 171 


of this issue 





FOR INCREASED SALES AND BIGGER CASH PROFITS Iam 


Deal Direect!—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles. 
No piled-up ‘‘mark-ups"’ to inflate your price, lower 
your profits. Finest service, effective selling aids. 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer, or phone PL 7-1236. 
GLEAMLIGHT, 71 W. 47th St., Dept. K, New York 














JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. 18K for export. 





CERTIFIED METALS co. | Madmen 9 











GARNET JEWELRY 


Antique & New 


Ask for Free Catalog 
Memorandums Invited 
HERZOG & ADAMS 


54 West 47 Street, New York 
Telephone JUdson 6-2753 
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EAST 


» George Kramer, past president of 
the Golden Circle Club, was honored 
by the club at its February meeting 
in New York. President Joe Frier, 
Jr., presented Kramer with a silver 
tray. 

»s Nathan Gem & Pearl Co., Inc., in 
New York moved last month from 10 
E. 46th St. to Suite 811, 850 Fifth 
Ave. 

» Louis Tamis & Sons, New York 
goldsmiths, moved about April 1 from 
36 W. 47th St. to 6 W. 48th St. 

» At its March meeting the Horologi- 
cal Society of New York heard Leon- 
ard Tinkle, head of the science depart- 
ment of the George Washington Vo- 
cational & Technical High School of 
New York, lecture on and demon- 
strate “Basic Electricity for Watch- 
makers.” He was assisted by Henry 
B. Fried, horological consultant to 
JEWELERS’ CIRCULAR-KEYSTONE. 

» The Philadelphia Watchmakers 
Association put their welfare plan 
into operation recently when one of 
the association members went into 
the hospital with a sudden illness. 
The welfare team of 10 shops took 
over the sick man’s work and ran 
his shop for him until he could re- 
turn to work. 

» Jos. B. Bechtel & Co., Inc., whole- 
salers at 729 Sansom St. in Philadel- 
phia, will celebrate their 67th anni- 
versary in 1961. 

=» New offices of Asscher’s Diamond 
Co., Inc., will be at 2 W. 46th St. in 
New York. 

=» Sol Zeile has opened Zeile Jewelers 
at 215 Middle Neck Road, Great Neck, 
N. Y., specializing in fine jewelry de- 
sign. Paul Chevallier, a jewelry de- 
signer, is a partner in the firm. 

» Carl D. Albion has formed Carl’s 
Jewelers Inc., located at 1709 Main 
St. in Niagara Falls, N. Y. Albion 
was formerly a partner with two of 
his brothers in Albion Jewelers. 

» Mullett Jewelers in Lockport, N. Y., 
has moved from 105 Main St. across 
the street to 2 Market St. The new 
location is the same spot where owner 
Jack Mullett first entered the jewelry 
business with his father-in-law, Ed- 
ward T. Boes, 15 years ago. 

» A diamond film was shown at the 
Feb. 28 meeting of the Jewelers 24 
Karat Club of Western New York at 
the Park Lane in Buffalo. 

» With the expiration of their New 
York office lease, the sales office and 
showrooms of Forstner, Inc., have 
been moved to the firm’s main office 
at its Irvington, N. J., plant. The 
company will provide a factory car 
for customers wishing to make the 
35-minute trip from New York to 
Irvington, and will return visitors to 
New York at their convenience. 


on ath 


=» The Nassau Street entrance to the 
Cockfort Building in New York has 
been blocked off to make room for a 
store. The building will now have the 
address of 29 John St., instead of its 
former well-known address, 71 Nassau 
St. 

» The Hickok Belt, awarded to golfer 
Arnold Palmer as the Professional 
Athlete of the Year, was displayed in 
February at Potthoff’s Jewelry in La- 
trobe, Pa., Palmer’s home town. The 
belt, valued at $10,000, contains gem- 
stones and over four pounds of gold. 
» Bud Elliot, vice-president of Al- 
bert’s Jewelers in Syracuse, N. Y., 
has been elected president of the Syra- 
cuse Retail Jewelers Association. 
Other officers elected were: James F. 
Swan of Chapman & Fischer, first 
vice-president; Phillip J. Farrance of 
Steer’s Jewelers, second vice-presi- 
dent; Ralph Montalbano of Frank’s 
Jewelers, secretary; and Earl Roth of 
Roth’s Jewelers, treasurer. 

» Gerald A. Rothstein has become a 
principal of Estel Novelty Co., New 
York, which will be known as Estel- 
Gerald Jewelry Co., Inc. Co-principal 
of the costume jewelry manufacturing 
firm at 303 Fifth Ave., is Harry Wein- 
garten. 

» Melvin R. Rudolph, board chairman 
of Rudolph Jewelers, has been ap- 
pointed vice-chairman of the 1961 
fund-raising campaign of the Syra- 
cuse Jewish Welfare Federation. 

e The Kuhn jewelry store in Mill- 
ville, N. J., will move to a store in 
the Bellamy Hotel building. 

s John Kerr, Meadville, Pa., jeweler, 
showed a film, History of Time, and 
described the history of the Kohinoor 
diamond at a February meeting of the 
Crawford County Historical Society. 
» Mrs. Donald A. Barley, manager of 
Black’s Jewelry in Huntingdon, Pa., 
discussed merchandising, as a member 
of a panel on “Careers for Women” 
presented for high school students. 

» To combat discount house competi- 
tion, Dave Paulus, Mayville, N. Y., 
jeweler, held a one-week sale, offering 
any article in the store at the same 
cash price listed by “any discount 
book, catalogue or store.” 

» Irving Siegel and his son, Martin, 
operators of Hamilton Jewelers in 
Trenton, N. J., continued a_long- 
standing custom this year by donating 
to the March of Dimes 50¢ for each 
point scored in a local two-game 
basketball program. 

» Joseph Shaw of Shaw and Ball 
Jewelers in Waverly, N. Y., is serving 
as president for 1961 of the Waverly 
Chamber of Commerce. 

» H. Garman & Son Jewelry in Coats- 
ville, Pa., donated a prize in a local 
queen contest. 
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NEW 


» Peter L. Grady, Jeweler, of Saugus, 
Mass., has moved from 468 Lincoln 
Ave. to 55 Jackson St. Grady added 
additional fixtures in the new loca- 
tion and tripled his selling space. 

» Winchester Jewelers of Winchester, 
Mass., has moved to larger quarters 
at 35 Thompson St. 

es Michael J. Arata and his wife, 
owners of Emco Manufacturing Co., 
have purchased the former People’s 
Church building in Central Falls, 
R. I. The firm has been operating in 
the building under a lease since mov- 
ing to Central Falls from South 
Attleboro last year. 

se Sam Smalley has opened Small’s 
Jewelers in a new building § con- 
structed in Norway, Me. Smalley had 
conducted the business on Main Street 
for 16 years. 

s Benjamin Spector observed his 50th 
anniversary in the jewelry business 
in New Haven, Conn., on Feb. 23. His 
Spector’s Jewelers has been at its 
present location, 848 Chapel St., since 
1929. City officials joined with busi- 
nessmen at the store to mark the 
milestone. 

se Nelson Winslow has rejoined 
Moody Jewelers in Waterville, Me., as 
watchmaker. He had previously been 
with the firm for six years. 

» Moulton Jewelry Co., a Worcester, 
Mass., landmark on Main Street for 
78 years, is going out of business be- 
cause the building it occupies is to be 
torn down. Robert S. Franks, presi- 
dent and treasurer of the firm, is sec- 
retary of the Massachusetts and 
Rhode Island Retail Jewelers Associa- 
tion and treasurer of the Central 
Massachusetts Retail Association. 

e A 10-week course in silver jewelry 
will be offered this summer in the 
adult education program at Province- 
town, Mass., if enough persons are 
interested. C. G. Bronson, who op- 
erates a jewelry shop there during 
the summer, would be the instructor 
for the course. 

» Richard Chesley, vice-president of 
Long’s Jewelers in Beverly, Mass., 
lectured on precious stones and their 
care before a local women’s group 
recently. 


MID WEST 


e Charles H. Gold, former midwest 
representative for Benrus Watch Co., 
has been appointed vice-president 
of Levinson’s Jewelers, Inc., at 739 
N. Clark St., Chicago. Gold is a 
former president of the Jewelers 
Association of Greater Chicago. 
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» Simon’s Jewelers Inc. in Brattle- 
boro, Vt., assisted members of a local 
girl scout troop in earning hospitality 
badges, by giving a demonstration of 


table setting and the uses of silver 


and china. 

» Gerald D. Wright of Henry D. 
Reid and Son in Bridgeport, Conn., 
has been awarded the Registered 
Jeweler title by the American Gem 
Society. 

a Two Marlboro, Mass., jewelry 
stores donated wrist watches to the 
winning couple in a promotion spon- 
sored by the Main Street Merchants. 
Halon’s Jewelry provided a man’s 
watch and Donald S. Broun, Jeweler, 
donated the ladies’ watch. 


Providence jewelers 


elect Miller president 


William R. Miller of Carl-Art, 
Inc., Providence, was elected pres- 
ident of the Providence Jewelers 
Club at its annual meeting Feb. 27. 

Other officers elected were: Harry 
DeHaven, vice president; Lawrence 
Valcourt, secretary; and Fred C. 
Kilgus, treasurer. Mr. DeHaven 
and Mr. Valcourt are with Van 
Dell Corp., and Mr. Kilgus is with 
the Excell Mfg. Co. 

Elected to membership on the 
board of directors were Thomas 
Newman, Reginald G. White, 
Thomas Battles, William Bartlett, 
Fred Endler, Jr., Lester Steiner, 
Burton Denton, Jr., Harold Fine 
and Edward Page. 

The club will hold 
functions during the year, its an- 
nual clambake on June 13 at Fran- 
cis Farm, Rehoboth, with 
Earle Simmons as chairman, and 
the annual dinner dance at the 
Providence Sheraton-Biltmore Ho- 
tel on Dec. 2 with Harold Fine in 
charge. 


| -gtf- 


» Phil and Sidney Wernikoff have 
moved Wernikoff’s, their wholesale 
jewelry firm in Chicago, from 2726 
Milwaukee Ave. across the street to 
2731 Milwaukee Ave. 

» Roy A. Benedict has sold his re- 
tail jewelry store at 141 N. Hale St. 


two social 


Mass., 
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WD 7333— 
Platinum .03 
F. C. Diamond 
Wedding Ring. 
398.50 Keystone. 


G-74 — .03 F.C. 
Diamond and 
synthetic sap- 
phire. 14K W.G. 

Guard Ring. 
220.00 Keystone. 


Gu a ail Kin gs 


Featuring our patented highly pol- 
ished azures for greater brilliancy 
and maximum safety. 


801 WALNUT STREET 
PHILADELPHIA 7 





DIAMOND 
RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 


Division of Lowis F. Guiness, Inc 





® No minimum order 


® Sold direct to 
the retailers 


@ Write for catalog 


GENERAL CHARMS 


48 WEST 48TH ST... N.Y.C. 36, N. Y. 











WORLD FAMOUS GAYLORD WATCHES 


Gents AS 1194, All Steel Cases, 17 Jewels. Inca- 
bloc, Unbreakable Mainspring, Waterproof. $8.25 


Ladies FF 60, 17 Jewels, Incabloc, Unbreakable 
Mainspring, RGP Cases. $8.95 


BILL GRIFFITH IMPORTING CO. 


1225 East 27th Place, Tulsa, Oklahoma 











Jewelry Stocks Wanted 


CASH | WITHIN 24 HOURS for 
OLD GOLD 


WATCHES” GiFTWARE 
JEWELRY SAVER 
PEARLS Complete Stocks 


CALL COLLECT FOR CONSULTATION 
Totephene: Déerbern 2-3407 


an A\'A ile I C, (6. 


Estabiinhed 1880 


All inquiries Strictly Confidential 


~ @EMSER REFERENCE 
Jewelers beerd Your Lecel 
of Trede Benn 


Division of M. Y. Finkelman Compeny 
29 6. Medison &., Chicege 2, 











The GENUINE Ebertin Back 
Made and sold only by 
—Georges Ebertin— 
Clip backs, ear clips, 
combination clips 


anor. be- 116) ane) Mt -1P4-1-me- Lele m-a 21 cs 


Sail ses Kbertin 


562 5th Ave., N. Y. 36, N. Y. @ Circle 7-2610 





HASTINGS Quality 


ALL-NYLON 
a WATCH “BRACELET CORDS 
NYLON — DACRON — SILK BEAD CORDS 


Your Assurance of the Finest 


MFGRS. DIRECT JOBBGERS H.R 
5! MARKET ST. - |} -lelet @8e), Ma Ft. 2 


| COIN FRAMES | 


Largest selection in the coun- 
try of fancy and plain 14kt 
gold frames for U. S. gold 
pieces, also any foreign coins, 
many with colored stones, 
genuine or synthetic. Send 
for free cataleg or see Jewel- 
ers Guild Catalog, Book 5. 
pages 12 & 13 and J.C.-K 
March 1961. 


Wideband Jewelry Co. 
37 West 47th Street. New 
York 36, N. Y. Dept. 12 




















VELVET 


for 
Dra es, Showcases, Windows 
wide—Crush Resistant 
‘LOW. LOW PRICES 


Write for samples 


CAROL VELVET COMPANY 
P. O. Box 404 GREENSBORO, N. C. 








152 





in Wheaton, Ill., to Alvin J. Kist- 
ing, formerly Jewelry department 
manager for Roshek Brothers De- 
partment Store in Dubuque, Iowa. 
=» George Daly, Jr., who resigned 
as executive vice-president and trea- 
surer of Elgin National Watch Co. 
in January, will join Champion 
Paper & Fibre Co. in Hamilton, Ohio, 
this month as assistant to the presi- 
dent. 

» Thomas Blair of A. C. Becken Co. 
is chairman of the Chicago Jewelers 
Association’s 1961 Golf Outing, 
which will be held July 13 at Elm- 
hurst Country Club in Elmhurst, II. 
» The Victor Corp. of Cincinnati, 
Ohio, has published its 1961 diamond 
catalogue, featuring more than 1000 
settings, illustrated and priced in 
triple keystone. 

» Mayor Jewelry Co. in Cincinnati, 
Ohio, will move this summer from 
their 30-year location at Fifth and 
Vine Streets to 508 Race St., where 
the firm will have more than three 
times as much floor space. 

» The jewelry store of Harry B. 
Schuler at 5728 Gallia St., in the 
Sciotoville section of Portsmouth, 
Ohio, will be forced to give up its 
location this year to make way for 
a superhighway. Schuler hopes to 
construct another building for his 
store and one or two other retail 
businesses. 

=» James T. Dolleslager has 
chased Wood’s Jewelers, Inc., 1702 
Second Ave., Rock Island, IIl., from 
C. A. Watt, who has retired after 
more than 40 years in the jewelry 
business. The store will retain the 
same name. 

» Zale: Jewelry Co. has acquired its 
first Montana store, purchasing the 
Jim Kovich Jewelry store in Great 
Falls. 

» Bagley & Co., retail jewelers in 
Duluth, Minn., have doubled their 
store space by expanding into the 
location at 313 W. Superior St. The 
firm has occupied 315 W. Superior 
St. for 75 years. A new store front 
has been added with a separate en- 
trance into the new space. 

» Marian Spear, operator of Alich’s 
Jewelry in Cheviot, Ohio, closed the 
store at 3000 Harrison Ave. when the 
lease expired in January and opened 
a new store at 3710 Edwards Road. 

»s Ray E. Baum, an Elkhart, Ind., 
jeweler since 1932, has retired and 
sold his jewelry and watch repair 
shop at 113 E. Franklin St. to Jack 
Gohn. 

» Adel Jewelers in Rapid City, S. D., 
has completed a re-modeling project 
on the store at 518 Seventh St. 

=» Shifirn Jewelry has leased space in 
Arborland shopping center, now under 
construction in Ann Arbor, Mich. The 
center will open next year. 

» Fred Scidmore and his wife have 
purchased Fike Jewelry in Colby, 
Wis., from Norbert Fike and his wife. 
The Scidmores are former owners of 
the store. 


pur- 


= Harry Ziegler, an employee at L. R. 


Mix Jewelry in Adrian, Mich., for the 


last 17 years, has purchased the store 
at 118 E. Maumee St. from Mix. The 
former owner will be semi-retired, as- 
sisting at the store when needed. 

» The St. Clair Jewelry Co. in Glas- 
gow, Ont., has sold its stock in prepa- 
ration for the dismantling of its build- 
ing. The firm has been in business 
since 1894. 

» Cousins Jewelers in Hammond, Ind., 
is undergoing extensive renovation to 
its store at 5133 Hohman Ave. 

» Edward Larson has purchased a 
jewelry and watch repair business in 
Galesville, Wis., from B. W. Dawes. 
The business is conducted in the 
Galesville Realty Building. 

» Harding-Bullock Jewelers in Pu- 
eblo, Colo., have purchased Roath 
Jewelers in La Junta, Colo. Arta 
Booth, formerly with the Pueblo store, 
is manager of the La Junta branch. 
» Andy Nickelson has been appointed 
manager of Smith Jewelry, 304 S. 
Walnut St., Muncie, Ind., succeeding 
James Schultz, who has been named 
supervisor of the store. 

a Clem Bourquin, former owner of 
Schmidt Jewelry in Rapid City, S. D., 
has purchased Crescent Jewelry in the 
Elks Building in Rapid City. The 
name has been changed to Clem’s 
Jewelry. 

» George Anderson has moved Ander- 
son Jewelry in Boulder, Colo., from 
1827 Broadway to 2640 Broadway, in 
the new Community Plaza shopping 
center. 

=» The 14-Karat shop in Denver has 
changed its location in the Cherry 
Creek center, moving from the south 
concourse to new and larger quarters 
on the center mall. 

e Gail Berges, formerly with Larkin 
Jewelry in Rawlins, Wyo., has opened 
his own store there, at 507 W. Cedar 
St. 

» Duane Pond has been named mana- 
ger of the new Zale Jewelry Co. store 
in Casper, Wyo., at 101 E. Second St. 
Pond had been assistant manager of 
the Zale store at Colorado Springs. 
» Pohndorf’s Jewelry and rare gem 
store at 427 17th St. in Denver has 
liquidated its retail business. Mrs. 
Waldron H. Yarger, manager of the 
store, said the family partnership is 
considering re-opening at some future 
time in a suburban location. The busi- 
ness was founded 51 years ago as a 
mineral and gem store. 

a Best Jewelry Co. has purchased 
LeRoy’s Jewelry Co. in Cleveland, and 
will move from 297 Euclid Ave. to 
the LeRoy location at 429 Euclid Ave. 
e Earl Elsberry and Gordon Grinde- 
land have formed E & G Sales at 
7526 Harriet Ave., Richfield, Minne- 
apolis, Minn. The firm is midwestern 
representative for R. P. Gallien & 
Son, Los Angeles, jewelers tools and 
supplies. 

=» Mervin W. Hess was elected presi- 
dent of the Kaw Valley Watchmakers 
Guild at a recent dinner meeting in 
Topeka, Kans. Other officers elected 
were: Harry Tweedy, vice-president; 
Bob Gross, secretary; and Cecil 
Cuddy, treasurer. 
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=» National Bridal Service has an- 
nounced that its move to new and 
larger quarters at 319 Peachtree St., 
N.E., Atlanta, Ga., now makes pos- 
sible “live class rooms” for training 
bridal consultants. 

e The Horological Association of 
Virginia has scheduled its annual con- 
vention and meeting of officers and 
guild representatives for April 16-17 
at the Hotel Roanoke in Roanoke. A 
program of entertainment and dis- 
plays followed by a banquet is plan- 
ned for Sunday. Officers will be 
elected at a busimess session the fol- 
lowing day. 

» Bob Swerdlin of Baltimore is 
chairman of the convention of the 
Maryland-Delaware- District of Co- 
lumbia Jewelers Association, to be 
held April 30-May 1 at the Lord 
Baltimore Hotel in Baltimore. 

se Mrs. S. A. Stanley, who has op- 
erated S. A. Stanley, Inc., in Miami 
Beach, Fla., since her husband’s 
death, has sold the store to Herbert 
Cohen. 

» Johnny Green, a former football 
star at the University of Chattan- 
ooga, has joined Edwards & LeBron 
Jewelers in Chattanooga as business 
and sales promotion director. 

s Jack Altman, Jr., vice-president of 
Des Bouillon’s Jewelers, Inc., in Sa- 
vannah, Ga., has been elected presi- 
dent of the Savannah Better Busi- 
ness Bureau. 

» Robert Kellis has purchased the 
jewelry business in Timmonsville, 
S. C., formerly known as G. D. Wike 
Jeweler, and changed the name to 
Robert Kellis Jeweler. 

s James Carl May and his wife have 
assumed ownership and management 
of May Jewelers on the Square in 
Greenwood, S. C. 

e Garris Jewelers in Goldsboro, 
N. C., has moved from 142 N. Center 
St. to new and larger quarters at 
108 N. Center St. 

»s Epp’s Jewelry in Birmingham, 
Ala., is expanding its store at 1810 
Third Ave., N., taking over the ad- 
joining store unit. 

s Barry Barr of Barr Bros. Jewel- 
ers in Norfolk, Va., has been re- 
elected president of Janaf Merchants 
Association at Janaf shopping center. 
» Edgar O. Kline has been appointed 
manager of the Duval Jewelry Co. 
store in the Southgate Plaza shop- 
ping center in Jacksonville, Fla. 
Kline has formerly served as mana- 
ger of Duval stores in Coral Gables, 
Fla., and Valdosta, Ga. 

=» Jerry Weingroff has resigned as 
general manager and buyer for 
American Jewelry Co. in Baltimore 
and formed a partnership with Jesse 
Schwartzberg in a new distributing 
firm in Baltimore, Paramount Whole- 
sale Jewelry Co. 
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» William M. Crosby has been elect- 
ed president of the Gem Cutters’ 
Guild of Baltimore. Other new offi- 
cers are: Benjamin E. Schmidt, vice- 
president; Helen Larrimore, record- 
ing secretary; Dorothy T. Rice, cor- 
responding secretary; and Henry C. 
Clodi, Jr., treasurer. 

» Mewborn Jewelers in Savannah, 
Ga., formally opened their new store 
at 32 Bull St. on Feb. 22. 

» Reyners, Inc., Columbia, S. C., 
jewelers, have opened a branch store 
in the Trenholm Plaza shopping cen- 
ter, described as nearest in type to a 
complete self-service operation as can 
be found in the jewelry business. 

» Pat Flynn has been named mana- 
ger of Dales Jewelers and Home 
Furnishers, 313 Texas St. in Shreve- 
port, La. 

» Fears-Brown Jewelers at 44 S. 
Main St. in Memphis, Tenn., went 
out of business Feb. 25. 

=» Myron E. Freeman & Bro., At- 
lanta, Ga., jewelers, have moved from 
103 Peachtree St., N.E., to 185 Peach- 
tree St., N.E. 

» Charles Willis, Inc., Walter Willis 
Associate, of Atlanta, Ga., has opened 
a branch in Brunswick, Ga., carrying 
fine gifts and jewelry. 

=» Wall clocks in early American de- 
signs to retail from $30 to $40 sold 
well at the winter home furnishings 
market in Atlanta in late January, 
exhibitors reported. 

« Two silver lanterns—copies of one 
of the tin lanterns used to signal 
Paul Revere in 1775—were presented 
to President Kennedy by the White 
House Correspondents Association in 
Washington Feb. 25. The lanterns 
were made by William DeMatteo, 
master silversmith of Colonial Wil- 
liamsburg. 

=» Ferrell Jewelry has opened its 
fourth store in the Tampa, Fla., 
area, in the East Gate shopping cen- 
ter. John Fannin is president of the 
firm. 

» Sidney Goldstein, owner of Gem 
Jewelry Co., in Columbus, Ga., has 
been elected as gift shop and jewelry 
committee director of the Columbus 
Merchants Association and Better 
Business Bureau. 

» Stewarts Jewelers in Lynchburg, 
Va., has gone out of business and 
closed its store at 712 Main St. 

» For the second consecutive year 
Towne Jewelers in Winston-Salem, 
N. C., have been cited by Elgin Na- 
tional Watch Co. for the store’s local 
advertising. A reproduction of a 
Towne ad was again included in 
Elgin’s brochure of advertising and 
merchandising suggestions. 

» Two New Orleans jewelers shared 
the display of Mardi Gras royalty’s 
jewels in February, Adler’s, 722 
Canal St., and Holmes, 819 Canal St. 
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ALWAYS 


In The 


MARKET 
For 


ANTIQUE 
JEWELRY 


Also Antique Reproduction 
Jewelry, Silver, Diamonds, 
Platinum and Gold Items, even 
though in bad order, all bring 
good prices. 


Our check is air-mailed to you 
the same day your package 
is received. Your package is 
kept intact in our fire-proof 
vault for ten days, subject to 
your acceptance of our remit- 
tance. 


GOOD PRICES 


We pay highest prices. Excel- 
lent Service. Thousands of 
shippers have expressed their 
pleasure in doing business 
with Antin’s. 


References: Dun & Bradstreet; 
the Jewelers Board of Trade; 
and, the Whitney National 
Bank, New Orleans. 


ANTIN'S ANTIQUES 


114 Baronne Street 
New Orleans 12, La. 
ESTABLISHED 1916 
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Prove to yourself how our monthly display 
service will create better selling windows. 
Only $8.70 monthly for complete cash or 
credit window display kit and over 400 
matching price tickets. Write for... 


30 DAY FREE TRIAL 


L150 West 46th St., N.Y. * Cl 5-3232 J 
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FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 


quantity, large or small—active, inactive, | 


obsolete, new or used. 


Send shipment for immediate offer. | 
in full | 
is re- | 
Silver will be held intact await- | 


Qur check covering payment 
mailed same day merchandise 
ceived. 
ing your acceptance or rejection. 


We are also interested in coop- | 
erating with jewelers who receive | 
calls for older sterling patterns | 


that are no longer available. 


Will also buy 
quality—as well as 
jewelry. 


antique and modern 


Reference: Dun and Bradstreet 


he First National Bank of Memphis 


Julians Goodman & Son 
Memphis Jewelers Since 1862 


113 MADISON AVE. ° MEMPHIS, TENN. 
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EARTHENWARE 
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FONDEVILLE & CO., INC. 


149 5th Ave., New York 10, N. Y. 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK® China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 
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Rolls, Bags, Cases for 

Silverware & Cutlery 
Send for illustrated leaflets 


EUREKA 
Mfg. Co., Inc. 


Taunton, Mass. 
Incorporated 1926 


DIAMONDS 


Dist fiom Bo 
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JOACHIM GOLDENSTEIN — 
Diamond Club, Antwerp, Belgium 
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Prices 
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W. Frank Lindley has been named 
by Zale Jewelry Co. to head the firm’s 
expanding leased jewelry department 
division, now numbering five stores. 
Irving Reichel has been transferred 
from Zale’s East Grand store to re- 
place Lindley as district manager of 
the Dallas area stores. Harry Fried- 
man replaced Reichel and Aaron 
Prengler succeeded Friedman as man- 
ager of the Grand Prairie store. 
Thomas DeLeon has ben made man- 
ager of the Preston Center store, 
replacing Prengler. 

» Bob Elliott and Son, a jewelry firm 
with stores in E] Dorado and Crossett- 
Ark., has been re-organized with the 
retirement of Bob Elliott after 37 
years in the trade. The firm, to be 
known as Elliotts, Inc., is headed by 
Keathley Scisson as president; J. D. 
Goodlett, vice-president and _ store 
manager; and Homer C. Walton, sec- 
retary. 

» Cecil Arrington has joined Earl’s 
Jewelers, 106 E. Broadway in Cush- 
ing, Okla., as a watchmaker. 

» Norman DeRoy and his wife, own- 
ers of DeRoy Jewelers in Tucson, 
Ariz., retired last month and closed 
their business in the Arizona Land 
Title Building. 

es Peacock’s Jewelers, a southwest- 
ern chain with headquarters in Tulsa, 
Okla., have announced plans to move 
their downtown Tulsa store in July 
from 518 S. Main St. to new and 
larger quarters in the 400 block of 
S. Main St. 

e These officers of the Sabine Area 
Watchmakers Guild were installed in 
January: John Totino, president; 
John Kocurek, vice-president; James 
Prince, secretary; Roy Barbosa, trea- 
surer; and Charles Morgan, Ed Turn- 
bull, Preston Davis, Stanley Carlin, 
James Green, Sol Greenberg and 
James Reeh, directors. 

» The 24K Club of Dallas held its 
first annual dinner-dance Feb. 18 at 
the Lakewood Country Club. 

»s The Dallas Watchmakers Guild 
has decided to seek the approval of 
the Texas Watchmakers Association 
for a change in the local guild’s name 
to Dallas Watchmakers and Jewelers 
Guild. Earl Weaver of Southwest 
Smelting & Refining Co. demonstrated 
an ultrasonic cleaner at the guild’s 
January meeting. 

» The Tola Tumbleweeds held their 
semi-annual membership breakfast 
meeting at the Marriott Motor Hotel 
in Dallas Feb. 18. 

» C. & E. Marshall Co., Chicago 
watchmakers supply firm, has closed 
its branches in Houston and Dallas, 
relying on faster air mail service 
now available between Chicago and 
the Southwest to serve their custom- 
ers in that area. 


SOUTHWEST Lil 


s Hightower Associates in Oklahoma 
City, Okla., have added a line of fine 
jewelry, including diamonds and pre- 
cious stones, to their gift and home 
furnishings stock. 

es H.G. Waller was installed as presi- 
dent of the Houston Guild of the 
Texas Watchmakers Association in 
January. Other 1961 officers are: R. 
F. Schramm, first vice-president; G. 
H. Beasley, second vice-president; 
William Graff, secretary-treasurer; 
and Louise Thomason, reporter. 

e L. M. Lewis, dean of the school of 
watchmaking at Southwestern State 
College in Weatherford, Okla., has 
taken on an added responsibility. 
Lewis, a pioneer in the use of audio- 
visual aids in teaching watchmaking, 
is assisting another professor with a 
class on photographic production of 
teaching materials. 

es William Magid, owner of Neal’s 
Jewelry in Chickasha, Okla., has been 
named chairman of the Chickasha 
Chamber of Commerce Retail Merch- 
ants’ committee. 

se C. R. Frazier, a watchmaker in 
Oklahoma City, has given up his 
jewelry and watch repair business at 
905 Britton Road to go into real 
estate and insurance. His brother, 
Darrell Frazier, owner of Frazier’s 
Jewelers at 7511 N. May Ave. in 
Oklahoma City, has taken over the 
Britton Road store and will continue 
to operate both businesses. 

s Joseph Pasko has opened Joseph’s 
Jewelers at 103 W. Broadway in Mus- 
kogee, Okla. 

» Beaty Jewelers in Oklahoma City, 
Okla., have set up temporary quar- 
ters at 2400 S. W. 25th St., about a 
block from their former location, de- 
stroyed by fire in November. 

» The first of a series of stone-setting 
demonstrations at the monthly meet- 
ings of the Sabine Area Watchmak- 
ers Guild was held at the Feb. 16 
meeting. 

e Charles H. Quinn, owner of the 
Clock Shop in Tulsa, Okla., has been 
elected president of the Tulsa Cos- 
mopolitan Club. 

» Zale Jewelry Co. has opened its 
third store in Albuquerque, N. M., 
at the Winrock Center. 

» Newbern Stirman. has sold Stir- 
man’s Jewelry in Athens, Tex., to his 
son-in-law, Leroy Barton. Stirman 
has retired after more than 40 years 
in the business. 

» R. H. Murcer, manager of Bond’s 
Jewelry in Oklahoma City, has opened 
Murcer Jewelry at 132-A S. W. 44th 
St., under the management of Glen 
Shafer. Murcer will continue to 
manage Bond’s. 

» Chalet Jewelry and Watch Repair 
in Oklahoma City has moved from 
218 N. Robinson St. to the Republic 
Bldg. 
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WEST COAST 


e Carroll F. Chatham, owner of 
Chatham Research Laboratories in 
San Francisco, spoke on “History of 
Man-Made Gemstones” at the Mar. 
12-13 convention of the California 
Retail Jewelers Association in San 
Mateo. 

» The Golden Nuggets, which have 
split into two units representing 
northern and southern California, 
sponsored a golf outing at the CRJA 
convention. Operations of the two 
units were discussed at a breakfast 
meeting Mar. 12. 

» Chester B. Anderson, long-time 
resident of Cuba, spoke on “Castro’s 
Cuba—Today and Tomorrow,” at a 
meeting of the Southern California 
Guild, American Gem Society, on Feb. 
21 in Inglewood. 

»s The Watchmakers of Switzerland 
conducted a symposium and seminar 
at the Sheraton-Palace Hotel in San 
Francisco Mar. 27. 

=s Members of the Santa Barbara 
Watchmakers and Jewelers Guild dis- 
cussed using telephone book yellow 
pages for guild advertising at their 
Feb. 22 meeting. 

»s Members of the 24 Karat Club of 
Los Angeles at their Mar. 14 meeting 
heard Franklin V. Walker, assistant 
professor of economics at Pomona 
College, speak on the gold problem 
and its importance to jewelers. 

»s Alfred L. Woodill, executive di- 
rector of the American Gem Society, 
spoke on “Fascinating Gems of the 
World” before a women’s group in 
Van Nuys, Cal., Feb. 14. 

es A new Beverly Hills, Cal., jewelry 
store, known as House of Pearl, has 
been opened in the former quarters 
of Allan Marshall at 355 N. Beverly 
Drive by Jancso Pearl. 

s Five Points Jewelers, owned by 
Albert Cammen in Norwalk, Cal., has 
moved in as a jewelry concession with 
the Norwalk Jewelry & Loan Co. 

e Several Southern California jew- 
elers who have organized a coopera- 
tive promotional setup met Feb. 28 
at Berggren Jewelers in Van Nuys, 
Cal., to exchange ideas. The group, 
which has not adopted a name or 
elected officers, plans to send out 
“thank you” letters to customers at 
Thanksgiving time. 

es Miller & Breall, Portland, Ore., 
jewelry firm, will give up the loca- 
tion they have occupied for 25 years 
at the end of 1961. A new bank build- 
ing will be erected on the site, at 434 
S. W. Fifth Ave. 

e Frank Carrillo, Jr., of Frank M. 
Carrillo in San Francisco, has been 
elected president of the Jewelry 
Manufacturers Association of North- 
ern California. Other officers elected 
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were: Richard T. Stegman of Irvine 
& Jachens, Daly City, vice-president; 
Gilbert Van Wormer of Van Wormer 
& Rodrigues, Inc., San Francisco, sec- 
retary; and Howard Stegman of 
Irvine & Jachens, treasurer. 

» Eleven past presidents were hon- 
orary guests at a meeting of the 
Oregon State Jewelers Association 
Feb. 23. Members of the association 
also attended the Pacific Northwest 
Retail Jewelers Convention in Port- 
land Mar. 18-20. 

=» Stanley and Bert Rogoway have 
opened La Rog Jewelers at 8136 S. E. 
Foster Road in Portland. 

» The Jack Weiss Watch & Jewelry 
Hospital in San Francisco has moved 
from 1356 Market St. to larger 
quarters at 1215 Polk St. 

» A watch and jewelry repair shop 
in the Mayfair Market in Upland, 
Cal., has been established by John 
Ferdino. 

» Harry G. Wilson, operator of a 
jewelry store at 212 Orange St. in 
Redlands, Cal., for the past 16 years, 
has opened in a new location at 118 
E. State St. 

» Jack Orr has purchased 
Jewelry in Tehachapi, Cal., 
Page Brady. 

»s David Bell, former manager of 
Kay Jewelers’ Seventh Street store 
in Los Angeles, is now managing the 
Kay store at 22580 Foothill Blvd. in 
Hayward, Cal. 

» Phil Boguch of Weisfield’s, Inc., 
in Seattle, was elected president of 
the Seattle Jewelers Club at a meet- 
ing Jan. 26. Serving with him are: 
Phil Friedman of Phil’s Jewelry, vice- 
president; Sidney Thal of Fox’s Gem 
Shop, treasurer; and Dave Lom- 
bardo, re-elected secretary. 

e L. A. Giacobbi & Co., wholesale 
jewelers in San Francisco, moved last 
month from 130 Geary St. to the 
Shreve Bldg. at 210 Post St. 

»s Wickersham Jewelers’ celebrated 
its 60th anniversary in Bakersfield, 
Cal., in February. The store has been 
at its present location, 1531 19th St., 
since 1911. Three generations of the 
Wickersham family have operated the 
firm since its founding. 

»s Don Snyder, who operated a jew- 
elry and watch repair business at 
Vermont and Florence Aves. in Gar- 
dena, Cal., for 27 years, has opened a 
new store in the Crenshaw Imperial 
Plaza shopping center. 

» S & K Jewelers has been opened by 
Virgil Kelly and Walter Scott at 304 
“F” St. in Eureka, Cal. 

=» Stanley Kerr has retired and sold 
his jewelry store at 414 Center St. 
in Taft, Cal., to John D. Moore and 
his wife. 


Brady 
from 








HIGH SCHOOL 


PRICED 
TO SELL! 


EXCLUSIVELY FOR 
RETAIL JEWELERS 


e FULL SCHOOL NAME 
@ AUTHENTIC COLORS 
e NO DIE CHARGE* 


*EXCEPT FIRST ORDER 72 PIECES 


KINNEY CO.) prov. rt 














The Gruen Watch Co. 


has several territories open 
for salesmen with experi- 
ence calling upon Jewelers. 


Write fully, in confi- 
dence, firms worked for, 
territories covered: 


Irving Kathman 
The Gruen Watch Co. 
20 West 47th St. 
New York 36, N. Y. 

















EMERALDS 


Loose or mounted. Memo selections to rated 
lewelers. Write 


I. WIDESS & SONS MAdison 6-147) 
220 W. Sth Street, Los Angeles 13, Calif. 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


ee 





by Manny Silverman 


This fine Jeweler complains 
about our service... 


We hope every one of our clients 
have the same complaint! 


After 80 years as one of Worcester, 
Mass., leading Jewelers, Bob S. 
Franks of Moulton Jewelry wanted 
to sell out. The top offer he re- 
ceived was far short of inventory 
value. We contracted for a sale, 
which started on February 23, 1961. 
After the first four days of the sale, 
we received the following letter from 


Mrs. Franks. 


Feb. 28, 1961 


Dear Manny— 

We were misled! We did not 
anticipate the additional expense of 
having a policeman at the door to 
hold back the line and allow a few 
in at a time. 

Your supervisor has done a tre- 
mendous job for us and we would 
be remiss not to tell you how 
pleased we are with him as an in- 
dividual, as well as how pleased we 
are with the results of the first four 
days of the sale. You might be 
interested to know that the break- 
even point was reached on the third 
day of the sale. 


Sincerely, 
Mrs. Bob Franks 


The sale has now proceeded for 22 
days—and | am certain that after 
all expenses, Mr. Franks will have at 
least dollar for dollar in cash. 


SO CAN YOU! 
WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, N. Y. 36, N. Y. 
Tel: Plaza 7-4692-3 














Executive Appointments 








Bell & Howell Co. has announced 
three executive promotions: John 
P. Buchan, to vice-president; John 
N. Latter, from controller to vice- 
president in charge of planning 
and control, photo products divi- 
sion; and Walter P. Weber, from 
assistant to the controller to con- 
troller. Buchan will also continue 
as treasurer, a post he has held 
since 1955. 


Irwin N. Levine has been promoted 
from controller to treasurer of 
Waltham Watch Co. Levine suc- 
ceeds Larry Aronson who has been 
named vice-president by the board 
of directors. 


Frank O’Conner has rejoined Got- 
ham Watch Co., Inc., in charge 
of distribution of sales. O’Conner, 
who was with Gotham from 1946 
to 1954, plans to expand the firm’s 
personalized importing service to 


O’Conner Ross 
retail jewelers under their own 
brand names. 


John Ross has been named man- 
ager of the research and devel- 
opment department of Metals & 
Controls Inc., a division of Texas 
Instruments Inc. Ross has been 
with Texas Instruments in their 
central research laboratory since 
1955. 


William A. Atchison has been 
elected treasurer of W. A. Shea- 
fer Pen Co. He has served as cor- 
porate auditor since joining the 
firm last year. 


Three new members of the board 
of directors of Oneida Ltd. Sil- 
versmiths were elected Feb. 27. 
They are John H. Detrich, assis- 
tant controller, Harry Perkins, as- 
sistant managing director of the 


and Herbert 
works 


Canadian division, 
Bb. Stoughton, assistant 
manager. 


Jack F. Slyper has been named a 
vice-president of Asscher’s Dia- 


Shaw Slyper 


mond Co., Inc., an affiliate 
of Asschers Diamant My. N.V. 
of Amsterdam, the Netherlands. 
Slyper, who has been in the 
diamond business for 28 years, 
will continue as director and vice- 
president of Intercontinental Dia- 
mond Corp. 


Three appointments have been an- 
nounced by Rust Craft Publishers. 
Irving L. Greene, executive vice- 
president of United Printers and 
Publishers, Inc., Rust Craft’s 
parent organization, has been 
named general manager of the cor- 
poration’s domestic plants and op- 
erations. John E. Sellman, vice- 
president, is now general sales 
manager, in addition to his pres- 
ent duties as director of market- 
ing. Frank R, Shaw, vice-presi- 


Sellman Greene 


dent, department store sales, will 
be sales manager for Rust Craft. 


Cy Moorman, who resigned as 
vice-president of Elgin National 
Watch Co. Jan. 1, became a vice- 
president of the Sunbeam Corp. 
in Chicago last month. 
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Obituaries 











David R. Trattner, 74, president 
of the western division of Kay 
Jewelry Co., died Feb. 13 in Los 
Angeles. He was well known as a 
philanthropist. 

Theodore Goodman, 65, a director 
of Goodman Jewelers, a nine-unit 
wholesale and retail jewelry firm 
in Minnesota and California, died 
Feb. 4. 

Lloyd Overbeck, 60, president of 
Baltimore Jewelers Association, 
died Feb. 22. He operated Over- 
beck’s Jewelry, founded by his 
father. 

Milton F. Ferris, 63, a jewelry 
salesman for 43 years, died Jan. 
27. Ferris was sales representa- 
tive for A & Z Chain Co. in the 
southwest for the past 13 years. 
Craig H. Richey, 78, chairman of 
the board of Burr, Patterson & 
Auld, fraternity jewelers, died 
Jan. 5. He retired as president of 
the firm in 1956. 

Bernard P. Smith, 64, president of 
C. D. Peacock Co., 124-year-old 
Chicago jewelry firm, died re- 
cently. 

Ernest Linick, 55, a partner in 
Martin Artcrafters, Chicago man- 
ufacturers of costume jewelry, 
died Jan. 17. 

Elmer W. Rudd, a retail jeweler in 
Minneapolis for 46 years, died in 
January. 

Max Silberstein, 50, a New York 
diamond importer, died in a plane 
crash _ in Belgium, 
Feb. 15. 

L. W. Robinson, 65, operator of a 
jewelry store in Las Vegas, Nev., 
died Feb. 18. 

Thomas Geraci, 67, an engraver 
with R. Harris & Co., Washington, 
D. C., for 38 years, died Jan. 31. 
Elwood Macher, 58, owner of a 
jewelry store in East Rutherford, 
N. J., died Feb. 19. 

Paul S. Evans, 62, associated with 
S. Evans & Sons, Dayton, Ohio, 
jewelry store, since 1923, died 
Jan. 27. 

Gordon E. Tompkins, 45, owner of 
the T & S Jewelry Store in Groton, 
N. Y., died Feb. 20. 

Ira J. Wirehouse, 75, Clinton, 
N. Y., jeweler, died Feb. 13. 
Esther DeSantis, a partner in 
E & H Jewelry in Hasbrouck 
Heights, N. J., died Jan. 8. 


srussels, 
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Simeon H. Sammons, 76, owner of 
Sammons Jewelry in Amsterdam, 
N. Y., died Feb. 13. 

Jean C. Nay, 51, owner of Nay 
Jewelry in Greenfield, Ind., died 
Jan. 27. 

Clarence Sauer, 69, operator of a 
Newport, Ohio, jewelry store, died 
Feb, 13. 

Joseph P. Keating, 60, owner and 
operator of Keating Jewelry in 
Grand Rapids, Mich., died Jan. 20. 
Ray Morgan Adams, 74, Hanford, 
Cal., jeweler, died Jan. 23. 

Joe Gorov, 75, owner of Wayne 
Credit Jewelers in Wayne, Mich., 
died Jan. 17. 

Oscar Larssen, 65, owner of a 
jewelry store in Brooklyn, N. Y., 
died Feb. 9. 

Hugh V. Tarlo, 74 a Greensburg, 
Pa., jeweler, died Feb. 24. 

Carl David Cohen 58, owner of 
jewelry stores in Gary, Ind., and 
Rockford, Ill., died Feb. 13. 

C. Arthur Foote, 63, owner of 
Foote Jewelry in Moline, Iowa, 
died Mar. 7. 

Rose Gerber, 63, who assisted her 
husband, George, in developing a 
chain of New England jewelry 
stores, died Feb. 2. 

J. Philip Swanson, 50, owner of 
Swanson Jewelry and Watch Re- 
pair Shop in Ferndale, Wash., died 
Jan. 12. 

Ribert Melton Mitchell, 55, a 
watchmaker in Cayce, 8S. C., died 
Jan. 31. 

Prentice H. Williams, 57, a Jef- 
ferson, Texas, watchmaker, died 
Feb. 12. 

George A. Hendrickson, 55, oper- 
ator of Hendrickson Jewelers in 
Eau Claire, Wis., died Feb. 27. 
Theodore Roth, 59, owner and op- 
erator of Roth Jewelry in Detroit 
for 35 years, died Feb. 17. 
William J. Sibert, 73, a Detroit 
jeweler for more than 50 years, 
died Jan. 21. 

Joseph Sloves, 59, a silverware 
merchant in New York, died Jan. 
15. 

Jack S. Schwab, 50, owner of a 
wholesale jewelry company in 
Cripple Creek, Colo. died Feb. 17. 
Edward P. Landis, 79, a watch- 
maker and mayor of Brookville, 
Ohio, died Jan. 31. 

John Patrick McBennett, 47, a 
watchmaker for the Jewel Box in 
Fayetteville, N. C., died Jan. 7. 
William H. Sears, Paducah, Ky., 
jeweler for 50 years, died Feb. 21. 





‘The 
Pinnacle 
OF Perfection 


‘ 
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xVM MS 
TARS 


Try the light 

test, just as 
‘arelaelaclmcitcl ace 
GEMMA STARS 
are translucent 
(when placed on 
a light). 
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SOLD EXCLUSIVELY THROUGH LEADING STONE DEALERS 


Lhe GEMMA Company 


47 WEST 47th STREET, NEW YORK 36, N.Y: 
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NOTHING 
ADDS 
MORE 
VALUE 


fo your 
merchandise 


THAN 


ENGRAVING 


makes everybody 


new hermes 


IN CANADA: 359 St. James Street West, Montreal, P.@ 
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an engraver 


ENGRAVING MACHINE CORP. 


154 West 14th Street, New York 11. N. Y. 





| noke. 


| ers Association annual 


| turers 


COMING EVENTS 


APRIL 
15-25—45th Swiss Industries Fair, 
Basle, Switzerland. 
16—Horological Association of Vir- 


| ginia, Inc., annual convention, Roa- 


16-17 — Alabama Retail Jewelers 


| Association annual convention, Dink- 
| ler-Tutweiler Hotel, Birmingham. 


17- May 7 — Tokyo International 


| Trade Fair, Tokyo, Japan. 


19-21—-Manufacturing Jewelers and 


_ Silversmiths of America, Inc., conven- 
| tion and industrial exposition, Shera- 
ton Biltmore Hotel, Providence, R. I. 


22._Wisconsin Licensed Watchmak- 
convention, 
Appleton. 

22-23 — Arkansas 
Association annual 
trade show, Arlington 


Retail Jewelers 
convention and 
Hotel, Hot 


| Springs. 


28-May 5 — United Jewelry Fall 


Show, Sheraton-Biltmore Hotel, Prov- 
| idence, R. I. 


30-May 1—Maryland-Delaware-Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Lord Balti- 
more Hotel, Baltimore, Md. 

30-May 1—Wisconsin Retail Jewel- 
ers Association annual convention, 


| Milwaukee Inn, Milwaukee. 


30-May 9—German Industries Fair, 
Hanover, Germany. 
MAY 


3-13 — Fifth annual U. S. World 


| Trade Fair, Coliseum, New York. 


6-8—New York State Retail Jewel- 
ers Association, Inc., annual conven- 


| tion, Sheraton, Inn, Binghamton. 


11-15—South Carolina Retail Jew- 


'elers Association annual convention. 
_ aboard the M.S. Victoria on a five-day 
| cruise from Charleston to Nassau. 


14-16 — Virginia - North Carolina 
tetail Jewelers Associations joint 


| convention, Cavalier Hotel, Virginia 
Beach, Va. 


14-19—-New York Stationery Show, 
Hotel New Yorker, New York. 

21—North Carolina Watchmakers 
Association annual convention, Hotel 
tobert E. Lee, Winston-Salem. 


JUNE 
6-7—Educational Jewelry Manufac- 
Association annual meeting, 
Drake Hotel, Chicago. 

7-9 — National Wholesale Jewelers 


| Association annual convention, Edge- 
_ water Beach Hotel, Chicago. 


10-11 — Texas Watchmakers Asso- 
ciation annual convention, Edinburg. 
17-18—Ohio Watchmakers Associa- 


| tion anual convention, Dayton. 


18-19— Vermont Retail Jewelers 


Association annual convention, Basin 
Harbor Club, Basin Harbor. 

25-27—-New Hampshire Retail Jew- 
elers Association annual convention, 
Farragut Hotel, Rye. 


ro Me 

6-8—National Association of Watch 
and Clock Collectors, Inc., annual con- 
vention, Santa Monica, Cal. 

15-18—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

23-28—53rd California Gift Show, 
Biltmore Hotel, Merchandise Mart, 
Ambassador Hotel, Brack Shops, Los 
Angeles. 


AUGUST 


5-6—Oklahoma Retail Jewelers As- 
sociation annual convention and trade 
show, Mayo Hotel, Tulsa. 
6-10—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 
13-15—Mid-Continent Jewelry and 
Silverware Show, Muehlebach Hotel, 
Kansas City, Mo. 
19-21—Pennsylvania 
ers Association annual 
Pittsburgh. 
26-27—Retail Jewelers of Montana 
annual convention, Billings. 
27-30—34th Denver Gift & Jewelry 
Show, Albany Hotel, Denver. 
28-30—Retail Jewelers of America, 
Inc., and California Retail Jewelers 
Association, Pacific Jewelry Show, 
Biltmore Hotel, Los Angeles. 


Retail Jewel- 
convention, 


SEPTEMBER 
3-5—Ohio and West Virginia Retail 
Jewelers Associations annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnati. 

3-6—F lorida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-7 — Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

9-11—North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 

23-24—-Retail Jewelers Association 
of Missouri annual convention, Gover- 
nor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

30-Oct. 1— Michigan Jewelers As- 
sociation annual convention, Jack Tar 
Hotel, Lansing. 
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News of Personnel 








Westclox division of General Time 
Corp. announces the following per- 
sonnel changes: 


Robert C. Shea has been appointed 
manager of marketing. Before join- 
ing Westclox as field sales manager 
in 1958, Shea was promotions mana- 
ger for Elgin. 


E. E. Connell, former product man- 
ager for key-wound clocks, has been 
named marketing services manager. 


David E. MeConaughy, who came 
to Westclox from McCann-Erickson 
in 1960, has been appointed market 
development manager. 


Richard L. Huggins Charles M. Barry 


Richard L. Huggins, who joined 
Gorham Mfg. Co. as a silver de- 
signer in 1955, has been named direc- 
tor of design for the silver division. 


Charles M. Barry, a silver salesman 
since 1924, has been appointed to 
represent Graff-Washbourne & Dunn 
in the Mid-west area. 


William L. Tickell of St. Peters- 
burg, Fla., has been named to repre- 
sent Simon Bros. Co., Philadelphia, in 
Georgia and Florida. 


Seymour Weinberg, former general 
manager of James G. Fast Co., has 
been named controller of Waltham 
Watch Co. 


Bernard Kardon, co-founder of 
Harman-Kardon, Inc., has been named 
director of engineering for Ultra- 
sonic Industries, Inc. 


Bernard M. Racusen, onetime sales 
promotion manager for Gentleman’s 
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Quarterly, has been named to the 
same post at Benrus Watch Co. 


Howard J. Orr, lately with the 
J. R. Wood Co., has been appointed 
a sales representative for Traub Mfg. 
Co. He will cover the southeastern 
states. 


Golden Shield Corp. has made two 
personnel appointments: 

Bradley J. Hayes has been named 
to the post of manager of administra- 
tion and control at the firm’s head- 
quarters. 


Irving E. Crown, formerly with 
Fairbanks Ward, Inc., has been ap- 
pointed a sales representative in 
Texas and New Mexico. 


Howard J. Orr Bradley J. Hayes 


Irving E. Crown Clarence Baker 


Clarence Baker, former merchan- 
dising manager, has been appointed 
to the post of field merchandising 
and sales development manager by 
Gibson Greeting Cards, Inc. 


Harold V. Pryor, fourth genera- 
tion member of his family to be ac- 
tive in the jewelry business, has been 
named to the New York area sales 
staff of Imperial Pearl Syndicate. 


Harold E. Rich has been named to 
the new position of field sales man- 
ager for Parker Pen Co. He is former 
vice-president and national sales man- 
ager of Elgin National Watch Co. 


William Sellers is now covering the 
California territory for the House of 
Commons, Kansas City. 


No Obligation 





Because of us— 
this jeweler’ got 


$80,000" 


MORE 


for his store! 


Sounds like a fairy tale—but 
it's TRUE! 

We learned that this particular 
jeweler had his store up for sale. 
When we contacted him, he 
was on the verge of closing a 
deal for $120,000—lock, stock 
and barrel. 


Intuition told us that this store 
was a natural for a liquidation 
sale! (We should know! We've 
been in this business for over 35 
years!) We couldn't see how it 
could possibly miss being a suc- 
cess. So, when we showed him 
why we believed we could raise 
$175,000, he gave us the “go 
ahead !”’ 
The Result? This sale grossed 
over $200,000 — which was 
$80,000 MORE than the high- 
est cash offer for the business! 
Not magic—just “know how” 
. that makes all the difference 
between a successful sale and a 
flop! 

* Name upon request 
lf you want to sell your 
store—Brill & Colmes will 
get you top dollar! 


Write © Wire ¢ Phone Collect 





In Strict Confidence 


BRILL & COLMES 
and Associates, Inc. 


Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36 JU 6-2334 


Members Jewelers Board of Trade 











Manufacturers’ 


| re 





‘Trade in that old watch,’ says 
Bulova— ‘Don't be a caveman' 


Ever have a caveman in your store? 
Unless you’ve been in business for 
longer than you care to talk about, 
chances are you haven’t. But accord- 
ing to Bulova, if you put a few cave- 
men in your windows and advertising, 
you'll bring modern men into your 
store to trade in their old watches. 

Its all part of a new trade-in pro- 
motion developed by Bulova. Cartoon 
cavemen, most of them with stone 
sundials or ancient hour glasses under 
their arms, are featured in ads, 
window displays and _  point-of-pur- 
chase materials designed to convince 
the consumer that its high time to 
trade in his old watch for a new 
Bulova. 


‘Project Creative’ by Gorham 
marks new advertising approach 


, 


“Project Creative” may not have 
been as top-secret as some grandiose 
Pentagon operations with similar 
names, but there was probably as 
much work involved. 

It all started when Raymond J. 
Artabasy of the Gorham Co. decided 
to do something new in the way of 
silver advertising. He took the idea 
to the firm’s ad agency, and wheels 
began to turn. The result is a highly 
original spring campaign for Gorham. 

Appearing in the April 8 issue of 
New Yorker, the program features 
12 consecutive full, black and white 
pages showing Gorham’s tea and 
coffee services. These 12 pages are 
more than the New Yorker has ever 
allocated to a single advertiser in one 
issue. 

To get the best possible illustra- 
tions, 11 leading photographers were 
commissioned to photograph a tea 
and coffee service in the way which 
they thought best. According to 
Gorham, this approach was very 
satisfactory, and the photographs 
will be reproduced as integral parts 
of Gorham in-store advertising and 
promotional material. 

On Feb. 15, at a luncheon meeting 
of the New York Art Directors Club, 


160 


each art director was asked to select 
the photograph which he considered 
best. The winning photographer 
(whose work is shown) was Joe Long 
of Group IV Studios, New York. His 
photograph of Gorham’s “George I” 
sterling coffee and tea service ap- 
peared with ten others in the April 
8 New Yorker. As prize, Long re- 
ceived the service, in addition to the 
fee previously paid for the assign- 
ment. 

The promotion that grew out of 
“Project Creative” will last until 
July 1. Purchasers of tea and coffee 
services before promotion’s end will 
get a matching silver plated tray 
without cost. 


Display comes free with order 
of six Bentley butane lighters 


With the purchase of six Bentley 
butane lighters and six “throw-away” 


refills, dealers get a stand-up display 
that promotes the features of Bentley 
lighters. 

Display holds six lighters, stresses 
the lifetime guarantee, long life of 
the refills. Lighters retail for $4.95. 
Refill tanks are interchangeable with 
Schick refills. 

Contact Bentley Lighter Corp., 15 
W. 38th St., New York. 


Speidel enlists aid of ‘colonel’ 
to promote ‘Twist-O-Flex’ bands 


“Colonel Twist-O-Flex,” a woolly 
faced hand puppet who wears a 
watchband around his neck-wrist, has 
been introduced to the television 
public. 

The “Colonel,” a character’ spe- 
cially created as Speidel’s new tele- 
vision spokesman, made his debut 
April 2 on the premier telecast of 
The Asphalt Jungle, new one-hour 
program carried by the ABC net- 
work. In most cities, the show is 
scheduled from 9:30 to 10:30 P. M. on 
Sunday nights. 

Said to be geared with the younger 
consumer in mind, the puppet’s lines 
include such things as “I can breathe 
again—thanks to Twist-O-Flex by 
Speidel” and “Every man who talks 
with his hands should have a Twist- 
O-Flex by Speidel.”’ 

Speidel is making plans to offer re- 
tail materials that will tie in with 
“Colonel Twist-O-F lex.” 


Reed & Barton sponsors contests 
for consumers and sales people 


“Petite Fleur,” new Reed & Barton 
sterling pattern, is being promoted 
this spring in two contests, one for 
consumers, the other for sales people. 

For sales personnel, Reed & Bar- 
ton is forming “The Petite Fleur 
Sales Academy,” with prizes worth 
many thousands of dollars. First 25 
sales people to sell $500 or more 
worth of “Petite Fleur” sterling at 
retail will receive a $25 cash award. 
Anyone who registers three brides or 
sells a 32-piece service of “Petite 
Fleur” will get a $15 merchandise 
award. Those showing “Petite Fleur” 
to eight or more sterling prospects 
will get a $5 merchandise award. 

Contest covers introductory period 
only—Mar. 19 to June 30. To be 
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eligible for prizes, sales people in 
franchised stores must sign an agree- 
ment to show the new pattern to 
every prospect, and describe it as 
“sculptured, sparkling and _ senti- 
mental.” 

For consumers, Reed & Barton is 
sponsoring a “Name that Flower” 
contest, designed to focus attention 
on “Petite Fleur.” By correctly nam- 
ing the flower that appears on the 
pattern, consumers will be given free 
a $2 sterling silver spoon pin. 

Window and counter displays with 
contest entry forms will be sent to 
participating stores at no charge. 
Contest is open to all women over 
16 years of age. Stores will mail 
entry blanks to Reed & Barton by 
May 15, and winners will be an- 
nounced shortly thereafter. 


Irons & Russell has new display 
that describes religious jewelry 


A Wedgwood blue display that re- 
quires a minimum of counter space 
has been introduced by Irons & Rus- 
sell to show its sterling silver religious 
jewelry. 

Each item in display is attached 
to a white card on which appears a 
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description of the particular symbol. 
Cards can be quickly removed from 
the display. Two outer panels show 
six items each, center panel shows 
Greek cross necklace and two charm 
bracelets. 

Contact your distributor. 


Croton's ‘Timekeeper’ back in 
print, will feature watch news 


After a few years of dormancy, the 
Croton “Timekeeper,” a periodic di- 
gest of Croton advertising and mer- 
chandising news, is back in print and 
on the way to retail jewelers all over 
the nation. 

Main function of the digest is to 
keep the jeweler informed of watch 
news of general interest to him. 
Another purpose is to suggest new 
and better ways of selling Croton 
timepieces. 

“Timekeeper” will not be published 
on a regular basis, but will go out 
only when Croton feels there are in- 
teresting and newsworthy items to 
report to the jeweler. 


’ 
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it looks like a chandelier, but 
it’s a ‘Bandolier’ from Kreisler 
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Sixteen watchbands are featured in 
the new “Bandolier” display from 
K reisler. 

This newest addition to the firm’s 
group of hanging motion displays for 
its watchbands incorporates the lines 
of a fine chandelier with the utility 
of an attention-catching merchandis- 
ing unit. 

For further information, contact 
Jacques Kreisler Mfg. Corp., North 
Bergen, N. J. 


New display unit designed to 
show Gibson's ‘Stereo-Vue'’ card 


Gibson Greeting Cards has created 
a special merchandiser to introduce 


its line of “Stereo-Vue” three-dimen- 
sional cards. 


Selling message on the display is 


“Pick one out—see for yourself.” Be- 
neath this invitation there are three 
graduated tiers of display racks, pre- 
senting 12 card designs in two sizes. 
Construction permits a full view of 
each card style. 

Merchandiser is included with ini- 
tial orders of “Stereo-Vue” cards. 


Opalite offers free display, 
boxes in six-item package plan 


A compact, folding display is now 
being offered free with the purchase 
of six Opalite items. 

Standard selection includes two 
“Aurora Borealis,” two floating opals 
and two Venetian hollow balls. Any 
combination of the three items will 
be packed on request. Pendants and 
chains are available in either sterling 
or gold filled, come with free boxes. 

Contact Opalite, Inc., 1311 Lombard 
St., Philadelphia. 


Silver patterns from nine firms 
promoted in April ‘Seventeen’ 


Sterling silver gets a real boost in 
the April issue of Seventeen. For the 
third year, the Sterling Silversmiths 
of America is conducting a contest 
for high school senior girls. 

All a girl must do to enter the 
contest is fill out a blank specifying 
her preference of the silver patterns 
presented in a special sterling section 
of the magazine. She then leaves the 
entry blank at her jewelry store. 
The store sends the blanks to the 
Sterling Silversmiths of America, 
where winners are drawn from quali- 
fied entries. 

Featured in the section are sterling 
patterns from Alvin, Gorham, Inter- 
national Silver, Lunt, Oneida, Reed 
& Barton, Samuel Kirk & Son, Towle, 
and Wallace. 


Public affairs programming 
gets Timex stamp of approval 


It has long been claimed by spon- 
sors that low-grade television fare is 
what the public wants, and that any 
firm that underwrites the cost of 
quality programming is doomed to 
financial loss. 

Not so, says Timex, sponsor of the 
White Paper public affairs television 
series over NBC. A_ survey taken 
after last November’s “U-2 Affair” 
telecast shows that 71 per cent of 
those who saw the program remem- 
bered that it was sponsored by Timex, 
23 per cent said it was likely that 
their next watch purchase would be 
Timex. 

The White Paper series does depth 


1617 





studies of controversial issues facing 
the nation. Timex, although sponsor- 
ing the show, takes no part in select- 
ing subject matter or deciding how 
an issue should be handled. 


Wyler displays push ‘jet look,’ 
promote graduation gift sales 


Two display units, which can be 
used together or separately, have 
been designed to show watches in 
the Wyler “Jet Bilt” series. 

When used together, the firm says, 
the two displays do double duty—one 
shows the “jet styling” of the series, 
while the other emphasizes the suit- 
ability of a Wyler watch as a gift for 
the spring graduate. On each unit, 
space is provided for holding a watch 
in a box. 

Contact Wyler Watch Corp., 131 
KE. 23rd St., New York. 


Freed has window display kits 
for Mother's Day, graduation 


Two new window display kits, one 
for Mother’s Day, the other for the 
graduation gift season, are now avail- 
able from Edwin Freed. Each kit 
consists of 50 pieces. 

Mother’s Day kit has two easel- 
backed display cards, three streamers, 
six pennants, nine window strips, 18 
lapel reminder badges and 12 pink 
carnations for sales people. 

Graduation kit has three streamers, 
six streamerettes, six pennants, nine 
diamond cut-outs, and 26 die-cut 
graduation caps. 

Mother’s Day kit is $4.90 plus 
postage, graduation kit is $3.50. The 
firm says that supplies are _ short, 
and urges retailer to order as soon 
as possible. 

Contact Edwin Freed, Inc., 150 W. 
46th St., New York. 


Swartchild's new clock book 
covers movements, motors, tools 


Swartchild has recently released a 
new catalogue of clock motors, move- 
ments, materials, tools and supplies 
for all types of American and im- 
ported clocks. 

All items are thoroughly described 
and priced for easy reference. Those 
clock motors that are common enough 
so that the dealer should always 
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The Complete Line 
of Quality Billfolds! | 


These four sales-proven styles 
give you all you need to do a 
complete job in men’s Dill- 
folds — each with the famous 


Cameo quality craftsmanship 
and style features. New 
grains and soft mellow leath- 
ers in all popular colors, 
priced to retail at $3.95 to 


First with the amaz- 
ing Velcro closure — 
makes credential case 
fully adjustable! Closes 
snugly with from 4 
to 24 cards or photos. 


$15.00 with FULL MARK-UP! 
Smart women’s styles too, in- 
cluding new matched accesso- 
ries. Write for catalog TODAY! 


CLASSIC — Extra slim style with 
simplicity and good taste. 


VU-ALL 

Has patented 
Vu-All pass 
case. Puts 16 
cards or 
photos at 


EXPANDEX 
Patented wide- 
opening billfold 
that holds twice 
4 Pnyen! amount 

, in. of bilis and papers, 
wd is Se yet folds flat and 


fumbling or —_—neat. 
searching. Fine leather goods 
since 1904 


The Springfield Leather 
Products Company 
SPRINGFIELD, OHIO 





have them on hand are marked with 
a red asterisk. 

The firm claims that months of 
work went into producing the book, 
and that it will be valuable to anyone 
who works with clocks of any size or 
description. 

Book was distributed to Swartchild 
customers in February. Additional 
copies are 50¢ each. 

Contact Swartchild & Co., 22 W. 
Madison St., Chicago. 


Folding display trays from J-B 
show men's or women's bands 


“A complete watchband show at 
the jeweler’s fingertips.” This is how 





Jacoby-Bender describes its new 
watchband folders for spring 1961. 

Velvet folders are encased in white 
vinyl, can be displayed in windows 
or showcase as well as used for 
counter presentation. 

Men’s folder (shown) contains 40 
bands in four trays; women’s folder 
shows 43 bands in three trays. Each 
tray is lined in velvet, set in a gold- 
colored wood frame. Trays are avail- 
able separately with collapsible easels 
for display in counter or window. 

Contact your J-B distributor. 


New display from Feature Ring 
has doll, rushing water effect 


Eight sets of diamond rings are 
shown in the new “Waterfall” dis- 
play from Feature Ring. 

A revolving light behind the water- 
fall creates the illusion of running 
water. Scenic effect is heightened by 
realistic foilage surrounding’ the 
waterfall. A _ bride doll holding a 
bouquet of flowers sets the bridal 
theme. 

Display is 24 inches deep, 17 
inches high and 21 inches wide. 

Contact your wholesaler or Feature 
Ring Co., Inc., 130 W. 46th St., New 
York. 
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Entries in Sheaffer-sponsored Seth Thomas takes to TV with Customers buy Flex-Let band, 
writing contest set new mark combination of sight and sound get gift certificate worth $2.50 


A record 158,000 entries have been Seth Thomas has introduced what As part of its spring 1961 mer- 
submitted to the Scholastic Writing it calls a new approach to fine clock chandising program, Flex-Let is offer- 
Awards contest sponsored by W. A. selling. ing retailers what the firm calls a 
Sheaffer Pen Co. According to a company spokes- special “2-for-1” promotion. 

Entrants in this 36th annual man, the Seth Thomas commercials Retailers are given gift certificates 
literary competition for junior and on television offer the viewer his first which they in turn give to customers 
senior high school students will be opportunity to both see and hear a with the purchase of any Flex-Let 
vying for more than 300 cash prizes, clock in action. Presentation begins watchband. The certificate is worth 
college scholarships, gold keys and with sight and sound of a clock being $2.50 off the price of any item sold 
“Skipsert” cartridge fountain pens. wound, continues to show various in the store worth $10 or more. 
Contest is conducted bv Scholastic models in the Seth Thomas line. Sound Promotion is backed by a series of 
, effects give the consumer a chance to counter cards, banners and streamers. 
hear the chime and alarm features Contact Flex-Let Corp., 580 Fifth 
of the clocks. Ave., New York. 


Magazines, Inc. 


New Zippo display shows six 
lighters, features ad reprint 

Six brush chrome lighters, retail- 
ing at $3.50 each, are shown in a 
new blue and white display from 
Zippo. 

A reprint of an ad appearing in 
Life and Reader’s Digest is coordi- 
nated into the display. The Zippo 
name and flame are in bright, glowing 
red for high visibility. 


Granat's new catalogue shows 
more than 300 ring selections 


Granat Mfg. Co. says that its new 
catalogue is one of the most impres- 
sive ever seen in the jewelry trade. 

Designed to serve both as an order- 
ing reference and a showpiece for 

















customers, the catalogue shows more 

than 300 rings. Marriage motif is 

carried through by illustrations of 

brides and grooms. |! 
The book is divided into seven cate- 


vories ‘“‘Wed-Lok” ensembles, dia- 
mond engagement and wedding ring 
“Twosomes,’ brides’ diamond wed- for your 


ding rings, grooms’ wedding rings, 


bride and groom “Matchmates,” and Old G Id t 
remount rings. O ) e C. 


Assortment from Forstner aimed ae ineeee 
: : HEN speed is essential, our 
at Mother's Day, gift sales check for your precious met- 
Forstner has combined charms, al scrap will be on the way, 
charm bracelets, pendants, “Tree of ) 


ange rider the same day your shipment arrives. 
Life” pins and other items in its line =f P 


Our expert appraisers have been 
satisfying shippers for nearly a cen- 
tury (over 93 years)... an envi- 
able record insuring you of de- 
pendable service. Our check must 
satisfy ... or your shipment will 
be returned promptly. It is just like doing business over the counter. 
Refining takes a little longer, depending upon the type of material 
and will include a listing of the exact content of gold, silver, plati- 





to make up a special assortment | num, etc. For top prices, prompt returns . . . checks that satisfy, ship 


geared for Mother s Day gift sales. your precious metal scraps with confidence direct to 
Scarlet display that is free with 


the assortment has two interchange- 

able signs that make it possible to hdhamilh EB 

adapt the unit to general gift sales. S108. 
Gift items in the display assort- DIVISION OF NATIONAL LEAD CoO. 


ment range in price from $1 and up. | 
Contact your wholesaler. | 111 N. Wabash Ave., Chicago 2, Illinois +* 74 W. 46th St., New York 36, N. Y. 
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By Henry B. Fried 


TRIOSTAT: 
A VERSATILE REGULATOR 


For the watchmaker who demands 
quick, precise adjustments 

and regulation of his work, 

the new Triostat is a boon 


f 


@® OFTEN, when a watchmaker is 
called upon to “overhaul” a 
watch, he examines it, finds no 
mechanical malfunction, no 
parts are needed, and only clean- 
ing and oiling are required. 

When these basic operations 
have been completed, he is then 
faced with the frustrating task 
of regulating the watch. In this 
case, since the watch permits a 
high degree of accuracy (and 
the customer demands it), the 
job of regulating may take as 
long as all the other operations 
combined. 

First, the watchmaker puts 
the watch in beat. Then he regu- 
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Figure 1 (left): Top view of the Triostat, unmounted. 


Sector gear ‘‘D”’ 


contains hairspring regulator pin and 


key, is meshed with ‘‘G.”’ Figure 2 (right): Triostat seen 


from below, showing position of the hairspring. 
allows easy removal of hairspring. 


ment of lever ‘‘P”’ 


lates to the zero position and ad- 
justs the hairspring so that the 
watch performs satisfactorily in 
different positions. The delicate 
manipulations necessary for this 
last adjustment consume much 
time that could be spent more 
productively. 

Time - pressed watchmakers, 
therefore, can thank Universal 
Escapement Ltd., LaChaux de- 
Fonds, Switzerland, (makers of 
Incabloc, Vibrofrag, Secticon 
and other devices) for a new 
type of regulator, called the 
Triostat (Figures 1 and 2). It 
allows quick, precise adjust- 
ments of the in-beat point, tim- 


Move- 


ing and hairspring shake for 
position and isochronal adjust- 
ments. 

In the Triostat, regulation is 
accomplished micro - mechani- 
eally. Arriving at the in-beat 
position does not require re- 
moval of the balance and bridge, 
with danger of damaging the 
hairspring. The stud is held in 
the regulator, and the in-beat 
position is obtained by merely 
turning the entire assembly un- 
til the roller jewel is in the neu- 
tral position in the pallet fork 
slot. 

As another advantage, the 
Triostat permits exact adjust- 
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( HAIRSPRING SHAKE) 
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regulator pin— J- | om \/\ (FLY-BACK SPRING}COD 


tly- back lever-—P o Lty-back sering 
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Figure 3 (above): Exploded view of Triostat gives picture of structure and opera- 
tion. The watchmaker, however, should never dismantle the device. 

Figure 4 (below): Detail of parts ‘‘H,’’ ‘“‘K’’ and ‘‘P’”’ above shows how space 
between regulator pin and key is adjusted, how hairspring is easily removed. 
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ments to the hairspring’s play 
between the regulator key and 
pin, for a better rate in the vari- 
ous positions and to foster isoch- 
ronal timing. (In the ordinary 
regulator you manipulate the 
pin with tweezers, a wedge, 
lever or whatever tool is handy. 
And you must remember the 
previous distance between the 
pins, and be careful not to dam- 
age the pins while bending 
them.) In the Triostat, the pin 
never requires manipulation; 
the key is moved in and out by 
a lever. You regulate hairspring 
shake by moving the lever, 
which in turn moves the key to- 
wards the pin or away from it, 
always perfectly upright and 
parallel to the pin. 

Figure 1 shows the top view 
of this device unmounted. The 
hairspring stud B is shown se- 
cured by the stud screw. The 
regulating pin and key are 
mounted on a sector gear D. The 
notched wheel G contains a pin- 
ion which meshes with this sec- 
tor. Turning the notched wheel 
makes the sector move through 
an are towards or away from 
the stud. Since the sector con- 
tains the hairspring regulator 
pin and key, this move also 
changes the timing rate. Mov- 
ing the notched wheel even one 








division advances or retards the 
timing by mere seconds. 

Figure 2 shows the Triostat 
from below, and more of the 
working parts can be observed. 
The hairspring is shown passing 
through the pin J and key dH. 
The cam-lever upon which the 
regulator key is mounted has 
an eccentric curvature which 
contacts the round base of the 
regulator key. When this lever 
is moved to one side or the 
other, the key moves towards 
the pin or away from it. This 
adjustment can be made to a 
fine degree to help correct posi- 


tion or isochronal errors. The 
fly-back lever P is mounted on 
the toothed sector. When this 
lever is moved it shifts the regu- 
lator key completely away from 
the pin, allowing easy insertion 
or removal of the hairspring. 
Snapping this lever back re- 
turns the key to its previous po- 
sition without changing the 
hairspring shake. 


Construction Explained 

Figure 3 shows the Triostat 
with all its components in ex- 
ploded view. This should help 
the watchmaker understand its 
construction and operation, but 
we wish to emphasize that the 
Triostat, once assembled at the 
factory, should never be dis- 
mantled. 
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C is the frame of the Triostat. 
A is the hairspring. PB is the 
stud. D is the sector gear upon 
which the movable parts of the 
Triostat are mounted. The sec- 
tor gear is guided in its circular 
movement by two guide pins Q 
and Rk. The shoulder pin guide 
fits under the lip of the frame 
C. The guide pin R moves in the 
curved slot in the frame. The 
arbor of the regulating pinion 
E’ passes through a hole in the 
Triostat frame, and fits tight in 
the regulator starwheel G. A 
washer, pinion cap F’, helps to 
keep the sector flat and to main- 
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tain its engagement with the 
regulator pinion #. The regula- 
tor key H is elliptical for better 
tangency to the hairspring. The 
key is clutch-fit to the hairspring 
shake adjusting lever K. Its ec- 
centric curve contacts the round 
base of the regulator pin /. 
The adjusting lever K is fitted 
on the fly-back lever P. The 
regulator pin J fits through the 
slot in the lever P and its pivot 
is securely riveted in the hole 
in the toothed sector unit D. 
However, notice that this regu- 
lator pin has a lower shoulder 
which guides the fly-back lever 
P in its movement from side to 
side. This does not affect the po- 
sition of the regulator pin J. L 
is a fly-back spring whose 
curved top provides a snap ac- 


tion for fiy-back lever P against 
the shoulder underneath the 
stationary regulator pin J. 
Shoulder pin Q fits up through 
the hole of the toothed sector 
unit D, and then through the 
center hole of the fly-back lever 
P, and into the fly-back spring 
cap M where it fits tightly. 

The shoulder pin Q serves two 
purposes. First, it secures the 
cap K which holds the fly-back 
spring L in the flat position. 
Also, it is a pivoting arbor for 
the fly-back lever P in its move- 
ment from one side to the other. 
And its middle and bottom steps 


Figure 6: Rotating star wheel in a 
counterclockwise direction (A) speeds 
rate, clockwise movement (B) will slow 
rate. Very fine regulatory adjustments 
can be made. 

> 


Figure 5: Tricstat can be rotated by 
placing too! in split of frame. (See 
arrow A.) This puts the roller jewel in 
alignment with neutral position of pal- 
let fork slot. 


serve as guide runners on the 
lip on the lower left side of the 
Triostat frame C. 

In the assembled view, the 
washer F' is shown in a cut-away 
view to expose the pinion E. 
This is engaged with the toothed 


Figure 7: Levelling the hairspring. 
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sector unit D. Turning the 
notched star wheel G moves the 
sector clockwise or counterclock- 
wise and with it, parts D, H, J, 
K, L, M, N, P, all in a path con- 
centric with the balance and 
hairspring center. 

Figure 4 is a detailed view 
of parts H, K and P, and indi- 
cates how the space between the 
regulator pin and key is pre- 
cisely adjusted and how the key 
can be opened fully for easy re- 
moval or insertion of the hair- 
spring. Bear in mind that the 
regulator pin is not secured to 
this lever but is firmly anchored 
in the toothed sector or unit 
upon which the fly-back lever 
spring L, resting in the elliptical 
groove, serves aS a snap-posi- 
tion spring, keeping the lever 
locked in either one position or 
the other (see figure 4 C). If 
the position adjustment requires 
that the hairspring shake be re- 
duced to a minimum, the ad- 
justing lever (figure 3 K) is 
kept in the position shown at 
figure 4 A. 
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Should the pendant position 
or isochronal consideration re- 
quire more hairspring shake, the 
adjustment lever is shifted to 
the left. Its eccentrically curved 
base, contacting the round base 
of the regulating pin, causes the 
key to move itself away from 
the pin as shown in figure 4 B. 
This or any intermediate posi- 
tion will maintain itself by vir- 
tue of the clutch-friction action 
of the adjusting lever. Usually, 
the hairspring is then centered 
between the pin and key by 
loosening the stud screw and se- 
curing it when the hairspring 
finds the mid-position between 
pin and key. 

Now, should the balance re- 
quire removal from the bridge 
or should the hairspring require 
removal, a pointed tool is placed 
in the hole in the tail of the fiy- 
back lever. Pushing it in the 
direction of the arrow causes 
this lever to jump to the open 
position. A push in the opposite 
direction returns the fly-back 
lever to its original position 


(see figure 4 A and BB). As 
pointed out previously, moving 
the lever in the open or closed 
position does not affect the pre- 
adjusted position of the key- 
regulator pin distance. 

To place the balance in beat 
so that the roller jewel is in per- 
fect alignment with the neutral 
position of the pallet fork slot, 
place a tool in the split of the 
frame (see figure 5) as shown 
by the arrow at A, and rotate 
the entire Triostat. Notice that 
in this case, the entire balance 
is shifted in relationship to the 
pallet fork. It is not necessary 
to shift the collet on its staff 
as with ordinary regulators. If 
a blade-type of tool is inserted 
in the split, it will loosen the 
Triostat’s grip on the balance 
bridge cap-boss, allowing the 
slightest degree of shifting. 


Star Wheel Rotation 


Plus or minus regulation is 
accomplished by turning the 
regulating star wheel clockwise 

(please turn to page 170) 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


PIANO ROLL BLUES—Can you 
suggest a material that would 
be suitable for covering cuckoo 
clock bellows? I realize that it 
wouldn’t pay to re-cover them, 
as they are available from sup- 
pliers, but I have in mind cov- 
ering the bellows in a player 
piano. There are 88 small bel- 
lows about the size of the ones 
in a cuckoo clock. I am doing 
this as a hobby.—M. J. Neu- 
mann, New-Rich Jewelers, Che- 
baning, Mich. 

Answer: The material from 
which such bellows are made is 
very thin, top layer chamois. 
Sometimes, oil paper is used, but 
not with lasting success. In al- 
most all cases, the chamois used 
is white, glossy, very thin on 
the outside and very pliable on 
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the inside. The trick in getting 
bellows to work properly is not 
in the material alone, but in 
the method of creasing it. This 
should be done by pressing, 
much as you would clothes, so 
the chamois doesn’t bellow out- 
ward when air is forced through 
it. The bellows should be able to 
use pressure to hold itself in- 
ward, yet not require undue 
pressure to push the air toward 
the pipe or whistle. The creases 
must bend inward, and _ the 
chamois must be plentiful 
enough so that it still maintains 
its inward bend even with the 
greatest distention of the bel- 
lows. 
* * * 

GERMAN CHINA DOLLS—I have 
had several inquiries from for- 
mer students who want infor- 
mation about a musical 400-day 
German clock with two china 
dolls. The clock is made by W. 
A. Schmid, Schlenker. Do you 
know whether there is an im- 
porting agency handling this 
line?—George J. Wild, Dean, 
Department of Horology, Brad- 
ley University. 

Answer: The clock of which 
you speak has a jeweled lever 
escapement and is very well 
made. It plays a tune on the 
hour and half hour. The music 
box underneath the glass case 
works the two dolls. As for im- 
porters, try Henry Coehler, 101 
Fifth Ave., New York. A few 
questions have been received 
about this type of clock, asking 
why it stops mysteriously when 
everything seems to be running 
so well. The answer often lies 
in the music box, which is 
hooked up to the going part of 
the clock. It seems that the 
square hole of the winding whee! 
for the music box is a bit too 
large for its arbor, and since 
the wheel must be wound by a 
bevel gear at right angles to the 
plane of the music mechanism, 
the unwinding of the music 
train turns the arbor inside the 
wheel with its oversize hole, and 
becomes jammed by tilting the 


winding wheel. Since the going 
part of the clock trips the music, 
the tripping lever cannot drop 
if the music doesn’t work. 
Therefore, the whole business 
jams up. Placing shims inside 
the square hole or around the 
arbor will cure all the difficulty. 


* * * 


TIGHT WINDER—I am _ having 
trouble with a Rolex “Tudor” 
automatic watch. It has two 
small wheels with three small 
levers, and I wonder if they are 
put in correctly. There are two 
gibs on one barrel and one on 
the rotor. The rotor won’t wind 
freely, and I can’t fathom the 
reason. I have overhauled the 
watch and put in a new unbreak- 
able mainspring, and it runs 
well except for the freedom in 
the automatic winding. I have 
read your articles on the Rolex, 
but this one is a different model. 
Incidentally, there isn’t any- 
thing to hold down the crown 
wheel. Can you help me ?—Hay- 
ward Watch & Clock Shop, Hay- 
ward, Calif. 

Answer: The ratchet wheel is 
held down by a thin steel plate 
with two screws. One holds the 
crown wheel in position when 
the rotor is in place. Perhaps 
you have replaced the curved 
springs or gibs incorrectly. The 
curved parts of these springs 
face on the barrel. That is, the 
sharp-edged parts do. There are 
three levers: one side is sharp- 
edged, or flat, and the other is 
rounded. The rounded parts are 
supposed to face the brass 
wheel. 


* * * 


CANNIBAL—We have in for re- 
pairs an old 16s watch with a 
female stem that is in need of 
replacement. No material house 
can supply this. Do you know 
where we might obtain one?— 
L. B. Preslar, Jeweler, Concord, 
N. C. 

Answer: Try either J. A. Pol- 
tock, 15 Maiden Lane, New 
York, or Henry Sobel Co., 131 
Canal St., New York. These peo- 
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‘Scag en ; 
Master gives you a choice 


THE TYPE FOR YOUR PARTICULAR NEED 











DRUM MODEL, WATCH-RATE RECORDER 


Preferred by those whose work requires the most 
thorough analysis and exacting correction of prob- 
lem watches. Note the sharp dots on calibrated 
paper for quick, accurate reading. Charts may be 


saved for future reference or given customers as 
evidence of the excellency of your work. Watch- 
Master accuracy guaranteed, | part in 100,000. 
Odd-beat watches print straight, on-time records. 


TAPE MODEL, WATCH-RATE RECORDER 


Preferred where the instantly visible watch records 
permit fast work on commercial repairs and where 
continuous charts are desired. Prints by helix. No 


The 

3 

Match § ww) Master 
Line 


MOST BENCH ADVANTAGES 
LOWEST MAINTENANCE 
LONGEST LIFE 
GREATEST VALUE 


ink or ribbon. Like the drum model, accuracy is 
guaranteed to | part in 100,000. Odd-beat watches 
print straight, on-time records. 


WATCH CLEANER 


Complete in one cabinet 


Safe, fastest, most thorough. 
Several watches may be cleaned 
at once. Pre-set timing of clean, 
rinse, spin-dry operations. 


ELIMAG WATCH DEMAGNETIZER 


American Time Products, Ine. 
|p 
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15 times stronger than ordinary 
devices. Operating time 49 sec. 


61-20 Woodside Avenue 
Woodside 77 (Long Island ) 
New York 





ECONOMY 
SWISS STEM 
ASSORTMENT 


1 Dozen Each — 12 Best Stems 
Total — 1 Gross 





Newall-Ized Economy 
Stem Asst. $2002 
1 GROSS - 12 BEST SIZES 
1080 
690 
175 
60 
62 
- 120 
AND OTHERS 
Order Refills by 
Asst. and Stem Number 





For the mos peputar AS., ETA, FELSA and FF 
Mode! In pl asti box with transparent envelopes 
Interchangeab! card in each envelope indicating 


various calibers each stem will fit 


afford to 
a dozen 


you can't overlook Stems 


A supe rb vaiue 
Cc 50 cents 


you less than 
Asst. $2002 Each $5.95 


Use This Handy Order Blank—and Mail 
it to Your Newall Jobber Today! 


Freese ee eee ee eee 
JOBBER’S NAME 
ADDRESS 
eee en 


' 

| 

€ ser 
- STATE 
g§ Name 

4 

r 

P 

r 

i 
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ZONE 
Address 
City Zone 


Send Newall-ized Asst. S2002 
1 Gross Stems @ $5.95 


MD 
NEWALL Bef 


Ad ‘ 
3 
4 
» 3ME 
» 4 
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_ SINCE 1877 

BOWMAN 
Pa TECHNICAL 
Tt SCHOOL 


Courses in Watch- 
making and repair- 
ing 
You can enter 
anytime 


8° 
> 


c. E. BOWMAN, P Prinelpal 
INDIVIDUAL INSTRUCTION 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 


“Your Future & Our Scheel"’ Bewman Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & State Rehabilitation 


ACON@ 


THE GUARANTEED WATCH mall 














A 
ACON  warce CROWN CO. vai 








(iallch, Case 


We repair all types of cases, chrono- 
graphs ond steiniess, and make coil 
springs for cases. We aiso sell used 
replacement movements. 

Write for Infermation 


BECKER-HECKMAN COMPANY 














39 East Medisen Street Ch 2, IlMimeds 
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ple may be able to help you out. 
Sobel makes a specialty of car- 
rying old model movements, and 
he might find the part you need 
on one of his old watches. “‘Can- 
nibalizing,”’ we calls it. 
* * K 

OILING AUTOMATICS—Can you 
tell me where I could get charts 
on the various automatic 
watches, showing points to be 
oiled? What I have in mind is 
something similar to the ex- 
ploded views shown in the 
WMDAA eatalogue. — Perry 
Jewelers, South Bend, Ind. 

Answer: Write to the Watch- 
makers of Switzerland, 730 
Fifth Ave., New York. 


* * * 


STUMPED —I have a No. 54 
Schatz 400-day clock that has 
been serviced by three different 
watchmakers. Not one of them 
has been successful. It won’t 
run for more than a few min- 
utes. I have dismantled the clock 
and cleaned and oiled it. This 
is the first time in 45 years that 
[ have been stumped by such a 
clock. Any _ suggestions ?—G. 
Schrody, Pueblo, Colo. 

Answer: It is difficult to tell 
what may be wrong without see- 
ing the clock. Judging from my 
own experience with such clocks, 
the trouble is probably in the 
“in-beat” position or the escape- 
ment. It is possible that the es- 
‘apement has been tampered 
with, upsetting the delicate, 
critical adjustment. These clocks 
require an almost perfect in- 
beat setting. As for the escape- 
ment, if it is upset ever so 
slightly, the clock just won’t 
work. Check the escapement 
through the peepholes for equal 
drop on both pallets. The drop 
lock, lift, back-slide, the inside 
and outside shakes must be 


_ equal and have freedom without 


any of the teeth bucking against 
the tips of the pallets. It would 
be a good idea to read my sec- 
tion on escapement adjusting of 
these clocks in Terwilliger’s 
400-Day Clock Repair Guide, 
available from the JC-K Book 


Department. In the meantime, 
try shifting the crotch on the 
suspension spring to a position 
just a little bit higher than it 
is now. 


TACH PARTS—I need parts for a 
clock that bears the name of 
Sangamo. It is a tachometer of 
the type used on trucks, and I 
am unable to get the address 
of the manufacturer.—George 
C. Fakier, Houma, La. 
Answer: Write to any Wag- 
ner distributor, or try Reading 
Speedometer Service, Reading, 
Pa. They answered us in regard 
to a similar question in 1959. 


TRIOSTAT 
(Continued from page 167) 

or counterclockwise (see figure 
6). Rotating this star wheel in 
the counterclockwise direction 
causes the sector toothed unit 
with its attachments to move 
outward and shorten the effec- 
tive length of the hairspring, 
thus bringing about a fast rate. 

Conversely, turning the star 
wheel in the clockwise direction 
(B) causes the pinion attached 
to its underside to move the 
toothed sector unit towards the 
stud, slowing the rate. Of 
course, the finest regulatory ad- 
justments can be made by mov- 
ing the regulating star one notch 
or part of one notch. 

General levelling is done by 
stud elevation in the Triostat 
frame. Should the hairspring re- 
quire levelling by twisting it up- 
wards or downwards near the 
stud, grasp the hairspring near 
the stud with a pair of hair- 
spring tweezers introduced 
through the opening in the Tri- 
ostat (see figure 7). 

Thus, with this new type of 
regulator, very close timing, po- 
sition adjustments, placement in 
beat and simple removal and in- 
sertion of the hairspring with 
a minimum of manipulation is 
possible without danger of dam- 
age or costly expenditure of 
time. Bee 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


New rates start with March 1960 Issue 
Remittance in Advance 


“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; 
additional words, 10 cents per word. Heavy type $8.00; addi- 


tional words 25 cents per word. 


“HELP WANTED’’—“LINES WANTED’’—and “SIDE LINES’ — 
Regular type $5.00 first 25 words; additional words 15 cents 
per word. Heavy type $8.00 first 25 words; additional words 


25 cents per word. 


ALL OTHER HEADINGS—Regular type $9.00 first 25 words; 
additional words 25 cents per word. Heavy type $13.25 first 
25 words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbre- 
viations count as words. 


@ If answers are to be forwarded, 20 
cents extra to cover postage must 
be enclosed. 


@ No Agency Commission. 


In answering Box Numbers address envelope “Box —,"’ 


@ Advertising matter addressed to 
classified advertisers will not be de- 
livered. 

@ Classified ad form closes 10th of 
the month preceding date of issue. 

@ A box number when used in ad 
counts as five words, that is, Ad- 
dress #13, care of J C-K.’’ 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not 


enclose letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. 


< oe 
eon 
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SITUATIONS WANTED . 


Il HAVE HAD about 15 years experience, 
capable of doing good watch repairing: 
IS E. Cherokee Ave., Cartersville, Geor- 
gia. 

SUPERIOR BONDABLE COUNTER- 
MAN; unique flair handling daily dia- 
mond trim; lower Manhattan or nearby 
Jersey; minimum salary $7800, 5 day 

week: address, “S, 6628."’ care of JC-K 


MAN FRIDAY, 12 years experience na- 
tionally advertised diamond jewelry 
firm ; production ' sales correspondent : 
full charge office details New York 
City; address, “B, 6305,” care of JC-K. 


DIAMOND ASSORTER, 25; broad experi- 
ence; singles, fulls, sizes, all qualities: 
college graduate, B.B.A. adaptable, 
conscientious, reliable; New York City 
area: address, 639." eare of JIC-K. 

BOOKKEEPER, FEMALE: full charge: 
complete knowledge of diamond and 
jewelry line and also selling experi- 
ence; excellent references: New York 
City; address, “C, 6637.” care of JC-K. 

CHAIN STORE MANAGER: top adminis- 
trative calibre; mid fifties: enviable 
knowledge all ramifications: within 250 
miles New York; minimum salary $12,- 
000; address, “S, 6634," care of JC-K. 


SALESMAN, MANAGER 16 yrs. experi- 
ence; presently managing store for 
large chain; prefer smaller more inti- 
mate operation; address, “S, 6639,” 
care of JC-K., 


SALESMAN, 22 years jewelry business: 
/ years own store; strong, ambition to 
make good as traveling salesman: age 
40, family man, references; address, 
“S, 6605,” care of JC-K. 


WATCHMAKER, GOOD MECHANIC: 14 
years fine store; importer experience: 
take charge repairs, estimating sales: 
New York City, Long Island, Suburbs: 
address, “S, 6635,” care of JC-K. 

ING LADY; many years experience 

wholesale and jobbing jewelry line; 
desires position in order and repair de- 
partment: <A-l references; address, 
“636,” care of JC-K. 

CREDIT-COLLECTION MANAGER: 
thoroughly experienced all phases cred- 
its & collections large volume: wishes 
position where ability and experience 
count; address, “P, 6622,” care of JC-K. 
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YOUNG MAN, presently employed as dia- 
mond assorter; 6 years experience seeks 
interesting permanent position with va- 
riety and opportunity: excellent refer- 
ences ; address, “S, 6621," care of JC-K. 

DIAMOND MAN, expert assorter, 
buyer; 15 years experience, age 
35, married, children; desires posi- 
tion with reputable concern; finest 
references; address, “S, 6624.” 
care JC-K. 

MANAGER); pleasing personality and ap- 
pearance, proven sales ability: qualified 
in all phases credit jewelry business: 
presently employed; Southern Calif. 
preferred; address, “M. 6638.” care of 
JC-K. 

WATCHMAKER, 25 years’ experience 
with leading jewelers; usually in charge 
of service department: dependable, well 
qualified, excellent references: South 
preferred ; address, “B, 6617.” care of 
JC-K. 

WATCHMAKER, certified and licensed: 
graduate Waltham Watch Factory, 
wants permanent position as watch- 
maker; 10 years experience: conscien- 
tious, bondable: sober: address, “F 
6602," care of JC-K. 

WATCHMAKER, ENGRAVER, JEWEL- 
ER; 25 years experience in first class 
Stores; can assume responsibility and 
estimate to make repairs more profit- 
able; finest references: address. “S. 
6411," care of JC-K. 

MANAGER, experienced in retail store 
and in discount store: with top creative 
sales ability know how ; complete opera- 
tion; finest background, references: de- 
sires a change; address, “K, 6644," care 
of JC-K. 

LEADING DIAMOND MAN: WINDOW 
EXPERT: highest class cash or charge 
experience ; exceptionally qualified buy- 
er, appraiser; New Jersey preference: 
$8,000 plus: 
JC-K. 

SALESMAN :FINER JEWELRY BOXES: 
nationwide following: wholesalers, re- 
tailers, importers, manufacturers: Met- 
ropolitan New York, N. J.: occasional 
distant trips; peak production guaran- 
teed; address, “S, 6426,” care of JC-K. 

DIAMOND ASSORTER and buyer of pol- 
ished goods, experienced and qualified : 
also rough production management and 
control; Knowledge of rough, marking. 
sawing, cleaving, girdling, polishing: 
address, “638,” care of JC-K. 

ENGRAVER; 35, family man; 15 years 
experience all phases trophies, plaques, 
jewelry, monograms, family chests, 
minor jewelry repair: reliable with best 
character and trade references; perma- 
nent; address, “‘H, 6611," care of JC-k 








MATURE MAN, 25 years in retail credit 
jewelry : now employed, desires change: 
am primarily a “selling’’ not “desk” 
manager; will supply resume, personal 
and trade references; photo if desired; 
minimum salary $175 weekly plus; ad- 
dress, “K, 6377,” care of JC-K. 

DIAMOND BUYER, salesman: qualified 
in all phases of assorting and pricing, 
loose goods shipments plus 1 years 
selling experience with successful fol- 
lowing in N.Y.C.: seeKs position with 
firm desiring versatile diamond man 
address, “H, 6633,” care of JC-K. 














address, “‘S, 6403." care of 





WATCHMAKER, A. W. I. MASTER 
young, personable, 12 years experience, 
knowledge of all phases of jewelry busi- 
ness, retail, chain store, promotions, 
sales, estimating repairs; seeking re- 
sponsible position in New York area; 
address, 637,” care of JC-K. 





WATCHMAKER: 19 years experience 
steadily employed: 33, married, 1 child; 
no bad habits, religious: fast and ac- 
curate; prefer Western states; perma- 
nent position only : capable of managing 
complete repair department; address, 
“Dp, 6639," care of JC-K. 


PRODUCTION COORDINATOR: sound 
background production control, schedul- 
ing, purchasing, inventory. | diamond 
ring manufacturing: enterprising young 
man: supervisory ability: desires chal- 
lenging position address, “B, 6420, 
eare of JC-K. 

PRESENTLY EMPLOYED as manager 

30 years experience in all phases credit 

jewelry store operation ; credits, collec- 

tions, window trim, merchandising, per- 
sonnel supervision; married, 50, college 

eraduate: desires change: address, “K 

6421," care of JC-K. 


ABOVE AVERAGE SALESMAN with 
successful production covering the 
entire Southwest over 100 years; 
desires strong side line with poten- 
tial and nominal drawing account; 
services available only on this basis 
and results in turn assured: ad- 


dress, “R, 6616,” care of JC-K. 


FINE WATCHMAKER-JEWELER: 
wants long time position or lease ar- 
rangement: have complete jewelers 
equipment and watchmaker tools ; fine 
mechanic: more than 40 years exper!- 
ence: fine references; sober, pleasant 
and conscientious; address, “D, 66090 
eare of JC-K. 

EXPERIENCED SALESMAN with same 
firm many years has broad background 
selling fine jewelry to retail jewelers ; 
has covered New York metropolitan 
territory for past 10 years: has also 
covered Boston, Phila., Baltimore and 
Washington: address, “S, 6600,” care 
of JC-K. Se Ee i Se od 

WATCHES, clocks executive for 11 years 
and presently watchmaker complete 
charge repairs and administration lead- 
ing importer ; own correspondence, 
sales, styling: extremely able, wants 
challenging job with freedom to make 


decisions; address, “R, 6612, care ot! 
JIC-K. 


DIAMOND RING SALESMAN; young 
aggressive; $30,000 vearly _ earn- 
ings; consistently with nationally 
known ring firm for 10 years; 
traveling middle Atlantic states; 
best references; will entertain and 
will relocate for any reasonable 
proposition; prinicpals only ; ad- 
dress, “L, 6375,” care of JC-K. 


‘ATCHMAK ER: desires position in large 
busy store: Waltham Factory Gradu- 
ate: 15 years experience ; single, age 
°4- RR watch adjuster: all domestic & 
foreign watches; old pocket watches no 
problem; use lathe; highly skilled o1 
balance & hairspring truing: JOSEPH 
WOTTON. 178 Federal St., Boston, 
Mass. pera ae 
"ATCHMAKER, aggressive expert from 
Switzerland seeks position in active 
jewelry in watch repair store; expert 
in all types of repair; 3 years In Ww atch- 
maker School, 3 winters In Technician 
School: experience in top watch factory 
in Switzerland; willing to invest in 
partnership; write, JOHN PIERRE 
STALDER, 328 Fairhaven Ave., Alex- 
andria, Va. 
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WILL CONSIDER SALES OR MANAGE- 


MENT position anywhere in U. 8S.; 25 
successful years experience in jewelry 
industry; 22 years in wholesale mate- 
rial & supply & wholesale jewelry field 
selling and management; gem and syn- 
thetic stone experience; 3 years in re- 
tail jewelry business; early experience 
at watch repairing and jewelry mfg. 
bench; hoid watchmaker license; will 
consider investment in going wholesale 
business; address, “G, 6640,” care of 
JC-K. 





DIAMOND AND JEWELRY BUYER, now 
employed by large East Coast jeweler 
desires permanent position with fine 
progressive firm; male, married, 46 
vears of age, neat appearance, consci- 
entious, competent, reliable and not 
afraid of responsibility; over 50 years 
experience in all phases of retail jew- 
elry store operation, including buying, 
shop management, estimating on repair 
work and appraising; graduate of 
American Gem Society; will relocate; 
address, “H, 6642,’ care of JC-K. 


LINES WANTED 


SALESMAN, well established with fol- 
lowing in New York and surround- 
ing states; desires top line; address, 


_“F, 6431, ” care of JC. K. 





SALESMAN, traveling New England 
States 10 years, desires one or two 
strong lines; address, “R, 66035," care 
of JC-K. 

SAL ESMAN WITH STRONG LINES 
and established following among 
jobbers and larger chains in Mid- 
west and South seeks additional 
line; highest references: address, 


os  * 6433,’ ** care of JC-K. 





SALESMAN; experienced, desires exclu- 
sive line direct to jewelers: mountings, 
costume jewelry, stone rings, etc.: 
ritory: Calif., Ariz., Nev.: excellent 
erences; address, “D, 6618," care 
JC-K. 

EXPERIENCED SALESMAN to whole- 
salers with good following in Middle 
West and South-Central states with top 
line, seeks additional line maintains 
(*hicago office: address, “S, 6398,."" care 
of JC-K. 


SALESMAN: excellent established follow- 
ing to the finest stores: Chicago west 
including Pacific coast; seeks quality 
companion line to exceptionally fine 
gold jewelry line; address, “R, 6651, 
eare of JC-K 

INCREASE YOUR SALES, develop new 
sales channels; manufacturers repre- 
sentative with heavy national selling 
experience and national sales organiza- 
— available; contact ARNOLD M. 

"ASSIN CO., 11 W. 42 St., New York, 
N # 

SUCCESSFUL MANUFACTURERS 
REPRESENTATIVE with over 200 
established accounts in Midwest 
area; open for sales distributions 
to manufacturers, gold items such 
as wedding bands, charms, rings, 
ete.; company will represent only 
prime manufacturers; address, “S, 


6645,” care of Je -K, 


DI AMOND SAL ESMAN covering 
small and large towns in Middle At- 
lantic States for 12 years, enjoying 
14 million dollar volume; now 
available for diamond, stone rings, 
wedding rings, watch lines, cata- 
logue lines, etc.; interested in one 
good major line or several lines; 
will entertain any reasonable propo- 
sition: will relocate; address, “A, 
6376,” care of JC-K. 
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SIDE LINES 


MANUFACTURER’S distinctive 14K 
handmade, die struck charm chain 
& bracelet line; compact, competi- 
tive for quality stores only; com- 
mission; address, “T, 6388,’ care 
of JC-K. ak Oe 

MANUFACTURER of 14K charms, 
with established trade, seeks ex- 
perienced salesman covering Metro- 
politan New York State; full par- 
ticulars; address, ““M, 6623,” care 
of JC-K. ee 

SIDE LINE SALESMAN wanted to carry 
fast selling ladies and gents rings; 
established territory with excellent op- 
portunity ; high commission ; correspon- 


dence confidential ; address, “FEF, 6652,” 
care of JC-K. 


SOUTH AND SOUTHWESTERN terri- 

tory available; manufacturer's repre- 
sentative to call on wholesale jewelers: 
nationally known line of 14 K_ gold 
filled tailored and cultured pearl jew- 
elry; state experience, territory, refer- 
ences ; address, “‘A, 6610,” care of JC -K. 


SALE SMAN, experienced for. upstate 
New York, New England, Penna., 
Wash.; 45 years of manufacturing of 
diamond, platinum and gold ladies sets, 
bridge rings, attachments, fancy pieces 
and gents rings; catalog issued; estab- 
lished accounts; exceptional good side 
line; address, TENEN BROTHERS, 36 
W. 47 St., New York, N. Y 
-EX QU ADRA-FLEX : nationally 
known prestige watch bands, has sev- 
eral territories open; line is light, com- 
pact and easy to work with; ideal as a 
second line for those with established 
retailer following; straight commission ; 
territory protection; furnish references 
and experience; correspondence confi- 
dential; address, “A, 6631,” care of 
JC-K 
ALES REPRESENTATIVE for Califor- 
nia, to sell America’s most widely ac- 
cepted, popularly priced, domestically 
manufactured watch band line! Sold 
directly to retail outlets; our products 
are nationally known and universally 
accepted: over 200 active accounts in 
California; no objection to a non-con- 
flicting line: write, LESTER L. FRIED- 
MAN, PRES., ETON JEWELRY MFG. 
CORP., 125 W. 45 St., New York 36, 
ae oS 





HELP WANTED 


SALESMEN to sell Manufacturer’s dia- 
mond set rings; also 14K charms 
and bracelets; address, “R, 5945,” 
care of JC-K., 

DIAMOND ASSORTER, thoroughly expe- 
rienced full cut sizes, single cuts; state 
references and salary: New York City; 
address, ““R, 6630,” care of JC-K. a 

EXPERIENCED SALESMAN with execu- 
tive ability for Buffalo’s leading jewel- 
ers; a real opportunity for the right 
man; reply, “G, 6620,” care of JC-K 


ASSISTANT MANAGER for busy aon 
town store; excellent opportunity for 
energetic young man with all around 
retail jewelry experience; P. B. L 5;  * ¢ 
INC., 146 Halsey St., Newark, IN. dé. 


ONE OF AMERICA’S top diamond 
houses desires services of outstand- 
ing salesman for loose diamonds; 
state territory and full details; con- 
fidential; address, “G, 6608” care 
of JC-K, 

SALESMAN WANTED: Industry's fore- 
most promotional 14K gold charm line 
available to salesman in many territor- 

M & M JEWELRY CREA- 
INC., 50 Eldridge St., New 
~~ # 























MALE HELP; DIAMOND SETTER-jew- 
elry repair; top salary to sober, experi- 
enced workman: able to give good ref- 
erences; SAMUEL GORDON & CO., 
515 Cravens Bldg Oklahoma City, 
Okla. : Telephone ( "Hi 2-7165. 


L D ADING IMPORTE R “AND MANUFAC- 
TURER of cultured pearl jewelry wants 
3 aggressive salesmen with good follow- 
ing; our jewelry can be handled exclu- 
sively or in addition to your present 
line ; address, “P, 6604," care of JC -K. 


WANTED, FIRST CLASS W ATC ‘H- 


MAKER: first class store on West 
Coast of Florida; our present man with 
us 12 years and is now ready to retire: 
all inquiries confidential; address, ‘“‘T, 
6619,” care of JC-K. 

COMMISSION SALESMAN, New York, 
Penna., New Jersey; sterling silver 
rosaries and medals; perfect sideline 
for jewelry salesman now calling on 
retail trade: EXCEL ROSARY Cc., 34 
Kast St., N. Attleboro, Mass. 

RELIGIOUS COSTUME JEWELRY : side 
line salesman for fast selling line of 
religious costume jewelry, calling on 
dept., gift jewelry stores and religious 
organizations; terrific re-orders:; all 
territories open; address, “J, 6399," 
eare of JC-K 

4 MANAGERS, CREDIT JEWELRY 
STORES; must be top notch sales- 
men with thorough knowledge of 
credit chain operation; please en- 
close photo and information past 
10 years stating salary and expected 
starting salary; address, *“*F, 6607,” 


care of JC -K. 


SAL ESMEN with established territory 
for the West Coast; to carry a pop- 
ular priced gold ring line and dia- 
mond line; commission and draw- 
ing; state experience, territory and 
references; SCHWARTZ JEWELRY 
CO., INC., 850 Elk St., Buffalo 10, 
N. Y. 


POWERFUL SIDELINE; nationally 
known quality watch bands; knowl- 
edge of retail and department store 
trade essential; Kansas, Missouri, 
Nebraska, Alabama, Mississippi, 
Arkansas, Texas, Oklahoma, Louisi- 
ana; liberal commission weekly; 


address, “Cy 6615.” care of JC-K. 
MANAG ER: experienced for credit 


jewelry store in upper Midwest, 
town of 35,000; must be a good 
salesman; top salary, plus per- 
centage, bonus and fringe benefits; 
replies confidential; write, S. B. 
GOODMAN, 518 Bremer Arcade, 
St. Paul, Minn. 

SALESMEN with following for Midwest 
and Southwest, also Michigan, Ohio and 
Indiana territories; established line iIm- 
ported clocks, travel, boudoir, alarms, 
wall. chime, cuckoo and battery clocks; 
rated progressive firm selling to re- 
tailers, jobbers and chain stores; ad- 
dress, “K, 6632.” care of JC-K 


UP STATE NEW YORK; representa- 
tive wanted for well established line 
with excellent following; nationally 
known quality watch bands; knowl- 
edge of retail trade and department 
stores essential; powerful side line 
for capable well respected man; 
liberal commission weekly; address, 


eS T 6614, ” care of JC- K. 
WATC H | SALESMEN; we are ec looking 


for aggressive salesmen with good 
following among retail jewelers to 
carry CROTON - SUSSEX - ARPEG- 
GIO & NIVADA GRENCHEN lines; 
opportunity to make good money; 
draw against commission; all re- 
plies will be held in strictest con- 
fidence; write, CROTON WATCH 
CO., INC., 404 Park Ave. S., New 
York 16, N. Y. 
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SALESMAN, IF YOU HAVE the follow- 
ing among watch importers and jobbers, 
we have the line of exceptional rolled 
gold plate, ladies diamond watch cases ; 
no objection to non - conflicting other 
line; call JUdson 6-6989 for appoint- 
ment or write to JEROME GLASS AS- 
st sa 7s , 145 W. 46 St., New York 
36, N. 

LARGE GROWING EASTERN C HAIN, 
having stores in the Northeast and 
Florida, has opening for experi- 
enced jewelry men as managers or 
assistant managers; good salary, 
pension plan and other benefits; 
write, S. W. RUDOLPH, RU- 

* 

DOLPH’s DEPENDABLE JEWEL- 
ERS, 541 S. Clinton St., Syracuse, 
N. Y. 

AJOR DIAMOND IMPORTER; we want 
outstanding diamond ring salesman to 
handle our aggressive promotional dia- 
mond mounted line; this position re- 
quires top man with entree to large and 
small retail chain operations; very sub- 
Stantial earnings for right man; all re- 
plies will be confidential; send all par- 
ticulars in first letter: address, “C, 
6606," care of JC-K. 

WATCHMAKERS and department man- 
agers; openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions: group 
health plans; profit sharing and 
sion plan; state age, experience: ; 
dress, PEOPLE’S WATCH REPAIR 
CY., 245 - 23rd St., Toledo 2. Ohio. 

EXCELLENT OPPORTUNITY FOR 
SALESMEN; America’s leading line 
of scarab jewelry fully promoted 
with merchandise aids, seeks sales 
representation in the following ter- 
ritories: Ohio, Indiana, Kentucky, 
also New York City and boroughs; 
established accounts; drawing; one 
additional compatible line _per- 
mitted; write ADMARK, 714 San- 
som St., Phila. 6, Pa. SEE OUR 
AD ON PAGE 114. 

WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores ; national organization connected 
with one of the largest retail depart- 
ment chains in the country: employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
Kast, South, Midwest and Southwest ; 
address “Circular Sox 356.” 360 
Michigan Ave., Chicago, Illinois. 


MANUFACTURER OF DASON com- 
plete line of ladies’ and men’s stone 
rings, wedding rings, pendants, 
pearls; we have a wonderful fol- 
lowing for many years selling to 
retail jewelers in N. Carolina, S. 
Carolina & Virginia; we have an 
opening for the right man who can 
produce and earn money; liberal 
draw against commission; car es- 
sential; send full details and photo 
in first letter; DAVIDSON & SONS 
JEWELRY CO., INC., 20 W. 47 
St... New York 36, N. Y. 

GROW WITH AMERICA’S FASTEST 
GROWING JEWELERS! GOR- 
DON’S JEWELERS, needs store 
managers; GORDON’S has 90 
stores in Florida, Texas, Louisiana, 
Arkansas, Alabama, Arizona, Mis- 
sissippi, Tennessee, New Mexico 
and Puerto Rico; 15 new stores are 
already under construction for 1961 
opening; many more planned; we 
need good, hard working men with 
retail experience for future super- 
visors and zone managers; all com- 
pany benefits, including Gordon’s 
famous Profit Sharing Plan; write 
or call for personal interview in 
strictest cenfidence; MR. JAY 
COHEN, GORDON JEWELRY 
CORP., 600 Stewart Bldg.. Houston, 
Texas; Telephone, CA 2-2345. 
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DIAMOND SALESMEN; we have ad- 
vertised in an effort to find the 
type of men commensurate to car- 
rying the best diamond ring line in 
America; we are not interested in 
an average salesman, but in men 
who are looking for the oppor- 
tunity to earn big money and who 
will honestly represent a firm ex- 
actly in the same manner as if he 
were the owner of the business; to 
these men we offer America’s great- 
est diamond line at prices that en- 
able the jeweler to make real 
money, powerful sales helps that 
do not penalize the price of the 
merchandise, and most important, 
to men who are willing to work 
and travel and who give every 
ounce of energy and effort to make 
a success, we give territories and 
assistance, therefore, short range, 
demanding salesmen cannot be con- 
sidered; we are not interested in 
trying to develop men who have 
not been on the road, nor are we 
interested in men who want to 
work four or five days a week and 
we would prefer single men; we 
have the best clientele in every sec- 
tion of America and the openings 
that we have will include Texas as 
well as the South; IF YOU THINK 
YOU CAN FILL A TOUGH BILL 
and are willing to work towards 
success, you will be rewarded with 
patience, customers, excellent draw- 
ing account and a future unprec- 
edented in America; to the con- 
versationalist looking for an oppor- 
tunity to sell us a bill that cannot 
meet the above requirements, 
please do not answer this ad; you 
may WRITE, WIRE OR PHONE 
ME PERSONALLY: W. B. SEBEL, 
PRESIDENT, W. F. SEBEL CO., 
315 W. Fifth St.. Los Angeles 13, 
Calif. 


FOR SALE 
Stores, Stocks and Businesses 


JEWELRY STORE, York, Pa.: ideal one 
man operation; excellent repair and re- 
tail business: WOODRING JEWEL- 
ERS, 635 S. Queen St., York, Pa. 

LOS ANGELES, CALIF.; jewelry store 
in market; established 15 years; good 
reason forces sale; cash only $6800; 
1960 sales $21,000; address, “A, 6641,” 
care of JC-K. 

JEWELRY & GIFT STORE; suburban 
Kansas City: excellent volume; finest 
store in area; featuring name brands of 
china, silver, jewelry and gifts; address, 
“D, 6649,” care of JC-K. 

SMALL JEWELRY STORE, long estab- 
lished in most ideal section of Los An- 
geles, Calif.: suitable for couple; low 
rent, good lease : address, “‘P, 6408,” 
care of JC-K. 

FOR SALE LEASED fine jewelry dept. 
in fine dept. store; $15,900 plus inven- 
tory: approx. $80,000 to handle; gross 
about 4 million; address, “W, 6626,’ 
care of JC -K. 

ABOVE AVERAGE jewelry store ; Central 
Indiana, population 72,000; well estab- 
lished, finest location ; leaving state for 
health : wonde rful opportunity ; address, 
“CC. 6636,” care of JC-K. 

JEWELRY STORE: excellent. “watch re- 
pair business; fine jewelry stock; low 
rent: established 9 years; $5500 cash, 
owner retiring: location, Columbus, 
Ohio; address, “G, 6646,” care of JC-K 


FOR SALE; pr ols, 


Watch repair ‘business ; Soule. 
watch master, cleaning machine, erystal 
cabinet, other equipment; sacrifice due 
to owners death: MRS. GORDON E. 
TOMPKINS, 136 Church St., Groton, 
Fe 








FLORIDA, fine large store; 100% loca- 
tion ; best year round resort on the west 
coast; established 15 yrs.; fine reputa- 
tion: approx. $60,000; reason for sell- 
ing domestic troubles : address, r 
6629," care of JC-K. 

BEAUTIFUL, MODERN, air conditioned 
Ohio jewelry store; best in city of 7500; 
2 large factories, no lay-offs: can re- 
duce stock to suit buyer; good going 
business: address, “T, 6601,” care of 
JC-K 

JEWELRY STORE; excellent location 
in Indianapolis, 32 years in opera- 
tion; owner retiring; low inventory, 
littl cash required; excellent op- 
portunity for couple wishing to go 
into business on their own; address, 
“LL, 6609,” care of JC-K. 

JEWELRY STORE in 100% downtown 
location in Midwestern town of 100,000; 
modern front and fixtures 5% years 
old: no inventory: receivables could re- 
main for collection: no key money, just 
assume lease; owner has other inter- 
ests: address, “M, 6625,"’ care of JC-K. 
TALITY JEWELRY STORE with gift 
department including best franchised 
silver and china lines; established 18 
years: good location in Eastern state; 
reasonable price; owner has other in- 
terests; address, “P, 6397," care of 
JC-K, 

FOR SALE, 2 jewelry stores; will sell to- 
gether or separate; one in small com- 
munity with an atomic reactor being 
installed: other in farming community 
with large drawing area; lots of repair 
work: established 50 years; owner has 
other | interests ; address, ““B, 6643,” care 
of JC 

PROFITABLE JEWELRY CAMERA 

STORE: only one in ranching-mining 
town ; no discount competition; large 
repair business at good prices; living 
quarters in rear of large store; good 
lease at low rent; yearly gross $40,000 ; 
fixtures only $4,000 or with inventory 
of $15,000; have other interests; BOX 
856, Lovelock, Nevada. 

FINE JEWELRY CONCESSION in qual- 
ity department store in downtown San 
Bernardino ;: department located just in- 
side main entrance; excellent lease; no 
minimum: no recourse on charge ac- 
counts: exceptionally clean inventory 
$17,000, fixtures $3,000: write, VIRGIL 
LUKE, 309 “E” St., San Bernardino, 
Calif. anid 

JEWELRY STORE, South Central Mon- 
tana: wonderful opportunity watch- 
maker-jeweler to purchase good clean 
going business; watches, rings, china, 
crystal, jewelry; plenty repairs; no 
pressure sales; steady payroll town; 
low rent: $15,000 will handle; 1100 
square feet in back to live in: address, 

7. 6613," care of JC-K. : 

JEWELRY & GIFT SHOP, established 6 
years, plus four 1 bedroom apartments 
and 2 stores, 2 years old; excellent lo- 
cation in beautiful Long Beach : furni- 
ture, fixtures and inventory of business 
included at unbelievable low price of 
$110,000 for all; net spendable income 
of $14,000 per year; brochures will be 
sent on request to MRS. PAT GRAY, 
VIKING REALTY, INC., 3810 Orange 
Ave., Long Beach 7, Calif. 


FOR SALE 
Tools, Equipment 


ENDS in sterling patterns; 
S Lady Mary Ice Teas, 
BUSCHE- 
Louisville 2, 


ODDS AND 
WANTED: 
new or used; we also buy: 


MEYERS: 667 S. 4th St., 
Kentuc ky. eed 

1 RONCIE WHIRLING MACHINE: 
1 Ammco 7” shaper w/motor; 1 
tumb-l-matic tumbling barrel with 
motor 20” wooden barrel; 1 syn- 
tron parts feeder 18” bowl; write, 
LU-MAX MFG. CO., 44 Brown Ave., 
Springfield, N. J. 

ESTABLISHED MIDWESTER N IM- 
PORT-WHOLESALE ORGANIZATION 
serving the finest jewelry stores: ideal 
for salesman who wants to work for 
himself: initial capital needed $15,000; 
UNU SUAL OPPORTUNITY: address, 
“G, 6391,” care of JC-K. 
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BUSINESS OPPORTUNITIES 


AMERICA’S BEST KNOWN jewelry 
Auctioneer; over 40 years in this 
publication as an_ advertiser; 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 

CONSULT M. Y. FINKELM AN. 29 E. 


Madison, Chicago: since 1923 highest 

ash prices paid for diamonds and all 
other jewelry stocks. Call collect DEar- 
born 2-3407; reference, your _bank. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 159. 








WILSON SAL E. Ss SY STE M 
st., Albany, N. Y.: pre ymotional on 
tion estate sale; specialists since 191! 
over 2000 jewelers have used our ser- 
vices; buy stores for cash: write, wire 
or telephone, Albany, HObart 39-1103. 


106 Thornton 


JAC K DpDICc KINSON, JEWELER 
TIONEER complete jewelry store 
quidation including fixtures and equip- 
ment; large or small stocks: cost plus 
on over all sale; 20 years experience: 
jeweler, auctioneer’: your valued repu- 
tation protected: JACK DICKINSON. 
Wahoo, Nebraska. 


DEAL ERS L 10U IDATION SERV Ic E: 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL — CLOSEOUT—RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates: for 
information at absolutely no ob- 
ligation. PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLdfield 6-2839. 


JEWELERS SALES SERVICE, BUS- 
INESS CONSULTANTS, RETA 
SALES PROMOTIONS, AUCTION 
—FLAT OR ACTION; 25 years 
sale experience; your reputation 
protected; large results—small fee: 
we pay cash for stores: PHONE. 
WIRE, WRITE, JEWEI!I ERS SALES 
SERVICE, 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
66-0828. 


CONFIDENTIAL; do you want to auit. 
sell out, retire in a clean, healthy 
way? You know what I mean: then 
contact me now as [| ean discuss 
this matter with you confidentially ; 
I only handle 3 or 4 stores a vear: 
don’t wait till it’s too late and you 
have to take a loss: I can furnish 
cash to straighten out vour cred- 
itors; just finished in Virginia and 
did over $150.000 in 10 weeks; I 
will give you the owner’s name on 
request: contact me now: WRITE. 


BOX, “N, 6385,” care of JC-K. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone; do 
not accept less than 100c on the 
dollar for your inventory, accounts, 
or fixtures; WRITE... WIRE... 
CALL COLLECT . .. We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion: SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., New York, 
N. Y. Tel PLaza 7-4693. 
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MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 1817 Stevens Forest Drive, 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


~ WANTED TO PURCHASE 


WANT TO BUY U. S. GOLD COINS; 
will pay following prices: $20.00- 
$10.00-$22.50;  $5.00- 

address, R. L. LACKNER, 

. Elizabeth St., Brownsville, 


STORES WANTED; private party in- 
terested in immediately acquiring 
jewelry store or stores in towns of 
50.000 or more; we are not sales 
promoters and can do business im- 
oe address, “S, 6396,” care 
of JIC -K RE noe eS AL ” 

OLD G SOLD » AND JEWELRY WANTED! 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc. ; 
for full parnaen write WILMOT'S, 
1067 AD, Bridge, Grand Rapids — 4, Mich. 


PLATINUM SCRAP WANTED; $3.00 
per dwt: 18K _ gold, $1.22 per dwt 
14K, 95c: 10K, 68c; silver, 65c per Oz: 
bonus prices for gold filled; ship as is, 
we'll segregate: L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 

_ cago 10, Ti cag Sones 

WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
SE a 

SELL 'EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold: money by _ return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval: ref. Dun & Bradstreet and Na- 
tional Bank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 


WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one article or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Nat’! 
Bank of St. Petersburs, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS INC., 462 First Ave. N., St. 
Petersburg, Florida. 

CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for vour 
approval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Weinman’s Dent. K., 
108 Beale Ave., Memphis, Tenn. 








ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation ) 
America’s oldest, largest and most 
reliable service in cash buying ~. 
liquidating jewelry stores = and 
stocks; write for our free booklet. 
“Dollars and Sense Facts About Sell- 
ing a Jewelry Store.” (See our page 
advertisement) GORDON BROTH- 
ERS, 38 Bromfield St., Boston, 
Mass.,. HAneock 6-3233. 

NEED CASH? READ THIS: Reason 
why I pay up to 25% more than 
others for diamonds, watches, or 
anything around store — I have a 
retail store and manufacturing 
shop; will give much more than 
scrap gold price for old mountings, 
ete.; check mailed same day; if not 
satisfactory, will return’ insured, 
prepaid; get my offer first; one of 
the oldest established stores of its 
kind; references: Jewelers Board 
of Trade, or vour bank; BROM- 
LEY. 35 Fifth St., North, (Bromley 
Bldg.) St. Petersburg, Florida. 





WATCH WORK, etc., 
for the TRADE 


RELIABLE TRADE watch repairing: ex- 
cellent service: electronically timed ; 
cases polished; work guaranteed: rea- 
sonable prices: all watches insured; J. 
CAPARO, 1018 Belvoir Road, Norris- 
town, Pa. 

FINE WATCH REPAIRING for the 
trade: all work guaranteed for one 
year; 3 to 5 days service; Watchmaster 
tested: reasonable price; A. H 
SCHIERER, 101 S. Marion St., Oak 
Park, I11. 

MID-WEST’S FINEST TRADE SHOP. 
watch repairs to the trade; 5 days ser- 
vice; low prices; one full year guaran- 

; ‘STUDIO WATCH RISPAIR SER- 
VICE, 20 E. Delaware Place, Chicago 
11, Il. REE ESE PL 

BOSTON, MASS.;: expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mall 
orders invited: DAVID MIGDAL & CO., 
109-B Summer St., Tel. HU 2-9547. 


SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE 


JEWELRY repairing: new mountings 
furnished: diamond setting; HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
cago 2, Ill. ES, SA 

ENCRUSTERS; stone and gold seal en- 
gravers ; drilling ; precious, semi-pre- 
cious stones; HARRY BRAUNFELD, 
encrusting over a quarter century, 71 
Nassau St., New York 38, N. Y 

BAND REPAIRING FOR THE TRADE ; 
all work guaranteed; also machine en- 
graving on most anything; 7¢ a letter; 
same day service: HARBENS JEW- 
ELRY, 101 E. 5th St., Dayton, Ohio. 


SPACE TO LET; diamond setter wishes 
to share beautiful, spacious office, good 
for setter, engraver, watchmaker, dia- 
mond or pearl dealer, pear! stringer 
write or call LEO BARON, 38 W. 48 
St., New York City; PL 7-6951 


FOR LEASE, POTTSVILLE, PA.; 100% 
jewelry location for over 30 years; re- 
tired: modern 3 story bldg. with base- 
ment; 25 x 100; will remodel for well 
rated tenant; write, P. O. BOX 455 
__ Pottsville, Pa. fs ie 

NO MANUFACTURING; air conditioned, 
sound proof offices; from $1500 per 
annum up; address, “G, 6647,” care of 
JC-K. 
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63, Outside 
Opalite, Ine 


Pacific Industrial Fabrics 
Philips Mfg. Co. 
Pictorial Paper 
Poole Silver Co 


Racine, Jules, & Co., 
Regent-Sheffield, Ltd. 
Rehberger, A. C., Co. 
Robinson, Barnett, Inc. 
Ronson Corp. 


S 


Schneider, William, Inc. 
Schuler, George, & Co., 
Sel-Rex Corp. 
Semea Clock i easel tens 
Sheaffer, W. A., Pen Co. 
Sheridan Silver Co. es 
Silver City Glass Co. 
Silverman Sales Enterprises 
Sony Corp. of America 
Springfield Leather Products 
Standard Metal Products 
Swift Instruments, Inc. 
Syracuse China Co. 
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Taylor, Smith & Taylor Co. .. 

Toastmaster Products, McGraw- 
Edison Co. 

Transistor 

Trifari 


U 


United Metal Goods Mfg. Co. 
United States Time Corp. 


Velvet, Carol, 


WwW 


Wallace Silversmiths 
Want Ads ee ee ee 
Washington Forge, Inc. 
Watchmakers of Switzerland 
Web Silver Co. .. 

Westclox, Div. of 


Wideband Jewelry Co. 
Widess, Il., & Sons 
Winson, Charles F. 
Winston, Harry, Inc. 
Wood, J. R., & Son 
Wyler Watch Corp. 


Zodiae Watch Co. 
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WHAT’S TAXABLE? WHAT ISN’T? 


How much do you know about some of the 
finer points of the excise tax? Quite a bit, of 
course. But all taxes (including the personal in- 
come tax!) are pretty tricky to figure out, and 
the Federal 10 per cent excise tax on jewelry 
is no exception. 

As a little self-test of your familiarity with 
the regulations, consider the following items. 
Suppose your store were to sell each of them 
today. On which should the excise tax be paid? 

1. A clock-lamp. Tax . No tax 

2. A gold-plated belt buckle. Tax 


. No tax 


5. An imitation sapphire, not mounted in a 
taxable item. Tax . No tax 

4. A clock thermostat. Tax . No tax 

5. A ruby crystal, unmounted and in its natural 
state. Tax . No tax 

6. Old china with a seemingly heavy plate of 
gold. Tax . No tax 

7. A silver tea service for use by a church 
group. Tax . No tax 

8. A safety chain, made of precious metal, 
used in a repair job. Tax . No tax ; 

9. A charge for gift wrapping a taxable article. 
Tax . No tax 

10. An antique watch, not in working order. 
Tax . No tax 

Well, how did you make out? You can congrat- 
ulate yourself for having made a perfect score 
if you checked ‘“‘no tax” for the first four items 
and “tax” for the other six. 

Probably, though, you got a few wrong answers. 
And maybe you shouldn’t blame yourself for 
the misses. Many of the regulations in current 
operation are different from the old ones. They 
have been revised recently by the Internal Rev- 
enue Service, as a result of the Excise Technical 
Changes Act. 

“A Jeweler’s Guide to Excise Taxes,” a special 
feature article starting on page 86, in this issue, 
brings you up to date on the tax status of most 
items sold in jewelry stores. It summarizes the 
recent regulations as well as a number of rulings 
by the Service, some of which had not been pub- 
lished previously. 

You owe it to yourself to know these rulings 


’ 


and regulations. If you don’t you face one or 
more of these dangers: A penalty for non-pay- 
ment of taxes; the loss of customer trust and 
good will if you collect and pay a tax on the sale 
of an item for which no tax was needed; or the 
sting of an uneasy conscience. 

Our article explains the rulings in non-techni- 
cal language which average citizens can under- 
stand. Also, it contains two handy check-lists of 
merchandise and services. One shows what items 
are subject to the tax. The other shows what items 
are tax-exempt, or the conditions under which 
they are tax-exempt. 

These tabulations, will be of daily, practical 
value to everybody on your sales floor. 

But, no doubt, they are far from complete. We 
hope to present fuller lists of taxable and non- 
taxable items in the next “Jewelers’ Directory 
Issue,” which will be sent to you as a JC-K sub- 
scriber in mid-year. 

In the interest of making the lists as complete 
as possible, just drop us a line, asking about the 
tax status of any merchandise or service which 
is not listed on pages 87 and 88 of this issue. 

We’ll check out whatever items you submit 
with the Internal Revenue men—and the Direc- 
tory Issue, with its more comprehensive tax 
tables, will be of that much more service to the 
jewelry industry and to yourself. 


OPERATIONAL COSTS 


We’ve received quite a bit of mail commenting 
on “The Jeweler’s Dollar—In and Out,” the study 
of operational costs which was published in our 
March issue. 

If the study proved one point, this. certainly 
was it: Most jewelry stores do not have detailed 
records. 

JC-K will be doing further work, in expanding 
and updating the recent study. Would you be will- 
ing to supply us with the figures for your store, 
with full assurance that they would be held in 
complete confidence? 

If you would cooperate on this, will you please 
let us know now, so that we may call on you 
later? Would you write today? 
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BENRUS BUSINESS BOOMING 


Dealer Turnover — Profits Head Upward 


Julian Lazrus, Benrus President, announces consumer validation of Benrus Unconditional 
Three Year Guarantees are substantially ahead February and March compared with the same 
months a year ago—proof that Benrus watches are producing high turnover for retail jewelers. 


Likewise, records show that average unit 
selling price of Benrus watches, already among 
the highest in the industry — is still going up. 
So is Benrus retail distribution, for hundreds 
of retailers have added the Benrus line since 
the first of the year. Undoubtedly this is to be 
credited to the strength of the Benrus Un- 
conditional Three Year Guarantee as a sales 
clincher and as a potent weapon for trading 


up consumers from low priced watches. 


According to Lazrus, consumers today are 
deeply concerned about the quality of the 


products they buy. Nowhere is this more evi- 
dent than in the watch business where quality 


and accuracy are so important. The Benrus 
Unconditional Three Year Guarantee is 
tailor-made for today’s watch market because 
it proves to the consumer that he is totally 
safe in the purchase of a Benrus — that the 
manufacturer is so confident of the quality 
that he has no hesitancy in guaranteeing it 
unconditionally. 


Gratified at such consumer response to the 
quality of its watches and the matchless 
guarantee, Benrus plans to continue to dram- 
atize these features in its current national 
Magazine advertising. 


There’s still time to reap big profits and 
customer satisfaction from Benrus’ Spring 
Profit-motion +2. Write, wire or call for 
full details. 





ARE YOU A STAMP COLLECTOR? 


While visiting the Basle Fair in Switzerland 
on his next trip, Jay Kay Lazrus, Executive 
Vice-President of Benrus Watch Company, 
will be glad to send you a commemorative 
sheet of Swiss stamps, with his compli- 
ments. Write on your company letterhead, 
enclosing your name and address to: Jay 
Kay Lazrus, Benrus Watch Co., 50 
West 44th Street, New York 36, N. Y. 
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$ OmMmmMmun ity is a name that women everywhere know, 
° 
trust and prefer . . . that’s why the “Success Story of The Sixties” has been 
the reception accorded this newest flatware. Jewelers everywhere find it 
one of the fastest moving, quickest profit items in their inventory. Don’t 
miss your opportunity to sell with success this year . . . stock enough 


Community*® Stainless now. 


Celebrity* Smart, distinctive, with a design 


in permanent white porcelain inlay. 


Driftwood* Modern grace FREE 2-SeT DISPLAY 


combined with delicate charm | 
in finest quality stainless. An order for two 50-piece sets of 
Community Stainless, one in each pattern, 
brings you this all-metal display free. 
Only 12 inches deep, it takes little counter 
or window space . .. yet displays and 
16-piece service for 4—$24.95 34-piece service for 8—$49.95 sells” every moment of the day. No. 7652 
oat 


In Handsome. Convenient Buffet Tray 








24-piece service for 6—$37.50 90-piece service for 8—$59.95 


In Deluxe Flatware Chest 
74-piece service for 12—$89.95 


Crafted by 


ONEIDA SILVERSMITHS 


Makers of Distinctive Tableware 


Heirloom® Sterling Tudor Plate Oneida Community*® 
Community* Silverplate Oneidacraft* Stainless 
1881 @ Rogers @ * Silverplate Oneida*® Dinnerware 

* Trademarks of Oneida Ltd., Oneida, N. Y. 





